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In the fall the family moves indoors and starts worrying all over again about the 
H ‘onaen = old furnace in the cellar, the ice-box that leaks, about wash-day and its accompany- ‘e) CTO B ER 
ing backache, about the T-Model radio that sounds like a buzz-saw in reverse, about 
the daily grind of sweeping and dusting and dish-washing, of the temperamental 
Sw e et H fouean= and ugly kitchen range and of lights so badly placed they are a gesture rather than | 9 3 5 
a function. A house, like a nagging wife, can continually remind its owners of 
their daily obligation to it. Or it can be electrified. 





THERE'S REASON TO GET EXCITED! 


Because Your Customer 
\ Can Now Afford BOTH! 


@ Apex Deluxe Wringer-type Washer No. 204. 
Large 20 gal. all-white dome shaped tub. Famous 
Apex Double Dasher. Deluxe Lovell Wringer 
with new Apex Pressure Selector and Quick Re- 
set Lever. Double Dasher and Drain controlled 
by foot pedals. Most attractive washer ever built 


HERE’S REASON TO GET EXCITED! 

The new FHA credit plan gives you an 
opportunity to make greater profits than you 
ever hoped for. Now you can. . 


1. Double and triple your sales. 
2. Sell higher priced appliances. 


_ ’ : oe os anion @ The 502-C Apex Deluxe lroner. Finished in 
7 Sell two or more appliances to a customer. all —_ with ebony black base—a perfect mate 
- o£ — . — . for the 204 Washer. Porcelain table top, thermo- 

4. Sell for cash . . . no collections. static heat control, pilot light, start-stop motor 
5. Avoid costly returns. switch, finger-tip control of press-dryer, emergency 
¢ release lever, chrome plated, self-adjusting shoe 





And here’s why you can make bigger profits 

selling Apex appliances under this new plan: 

1. The Apex line includes the three major 

appliances for which there is the greatest 

demand . . . washers, ironers, refrigerators. 

2. Apex offers you generous profit margins on 
the higher priced models. 

3. The unusually wide range of Apex sizes, types, 

and prices appeals to af classes of buyers. 

4, Each line includes an outstanding price leader. 

5. Every Apex product is styled in harmony 

with other items in the Apex line. Women @ Apex Deluxe Wringerless Model S-16—the 

ne Suchen Se golies ted out heal hamieinp 

6. Apex Washers, Ironers, and Refrigerators have hist, neribeing vine, mater Siu, ameninn® 


extractor basket with safety cover, gear driven 
pump—hbandsome, efficient, and a big profit s1em 


won national recognition for mechanical per- 
fection, unique labor-saving features, depend- 
able performance, and leadership in design. 
APEX ROTAREX CORPORATION © CLEVELAND, OHIO 


Subsidiary of The Apex Electrical Mfg. Co 


est of Denver, APEX ROTAREX MANUFACTURING COMPANY, Oakland. Cali/ 
In Canada. ROGERS MAJESTIC CORPORATION. itd. Toromte 








@ The 502 Apex lroner—identical in finish and 
design to the 502-C with exception of table top 
cover. Rubber covered knee control leaves both 
hands free for feeding. Both ends of roll un 
obstructed with left end full open to facilitate 
sroning of circular garments. 
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Needless to say the tact that the 





are all potent sales arguments and _ s 
















r0us manufacturer of this article keeps many extra strings to the salesman 's 
ger IN WHOLESALING wholesale channels closed to retail cus- bow. 
Le tomers is a strong selling point in keep 
wilt - ing the line sold with this great firm 
TOT long ago the visit ot aGen- Retailers would do well to inquire into RADIO TREND 
| eseo, IIL, physician to the store this aspect of the policy of manufa 
of a washing machine dealer turers they represent. 
caused that worthy to jump up and ; NE ot the high spots of a recent 
bounce his head against the ceiling. trip was the confidence that 
“Why should I pay you $59 tor WASHER SAVINGS higher average prices on radio sets 
that washing machine of yours when | would prevail during the fall and win 
can send in a check to Chicago and ; ter. Distributors and dealers are sell 
get it at wholesale?” asked the good YOVERNOR OLSEN of Min ing radio in_ better price brackets 
doctor. “Look at this catalog that was J  nesota in inaugurating a Rural than a year ago. The trend is definite 
sent me. It’s identically the same thing Electrification promotion in his state ly toward higher priced merchandise 
d in you are selling except for the name- said that a good slogan for this great People are giving evidence of being 
wo plate. activity would be “a washing ma- tired of inadequate reception from old 
voter A discreet inquiry by the dealer re- chine for every farm home.” or cheap sets. As the medium for the 
ency vealed that some 600 catalogs, ( whole- It is a reasonable inference that most varied entertainment the world 
shoe sale catalogs,) ostensibly sent to re- the Governor selected the washer as has ever enjoyed, the family radio set 
ie, tailers had been dropped down in a dramatic example of the release should be a source of pride and not 
iG ren Geneseo, a town of about 3,400. Net from hard physical drudgery which a basis of apology. Consciously or un 
ee result was to strip the cream off the electricity brings to the farm home. consciously, this idea sends prospects 
oe market, raise a lot of trouble for the Labor saving, in his mind, stood high into the radio department and helps 
ke dealer trying to sell at legitimate or highest in the long list of benefits the salesman to trade up the valu 
eee: wholesale. from electric power. And this is prob- and the price. 
Pe a0 And what, that dealer wondered, ably typical of the thinking of a large The trade-in problem is one fly in 
aia was the idea of the manufacturer sup- majority in the electrical industry as the radio ointment. With the high de 
BF. as plying his machines even without well as with the public at large. gree of sattration existing, most pur 
“Se Aaa nameplates to a wholesaler operating We electrical men have been in- chasers have some kind of an object 
-g rhs. under such methods. dustriously selling the labor saving for which they want an allowance 
a ae ieee The habit of trying to finagle mer- idea for so many years, that we need Logically, the demand for trade-in 
Soe Eee chandise on a wholesale basis is gaining to be reminded of some of the other concession should be less difficult to 
Bee eee ground among the well-to-do strata of | important savings which electrical ap- handle than the similar problem with 
a he the population, the head of Chicago's pliances accomplish. vacuum cleaners, washers or refrigera 
Wor largest musical store’s electrical depart- The promotion of a leading washer tors. Most families can either use a 
ie ams ment, told Electrical Merchandising manufacturer carries such a reminder second radio set or have some desers 
Di recently. in a list of ten household savings ing relative who would oblige. The 
— the Not so long ago a famous radio through the home laundry. There are trouble is that a trade custom once 
= comedian became interested in a high- seven such savings in addition to the established becomes more and more 
tee priced appliance. money saved on laundry bills and the difficult to modify. The clothing trade 
riven “What's the discount?” he asked wear saved on the clothes and the also serves a highly saturated market 
tiem when it came time to close the deal. time and labor saved: The list shows and if they had ever started a compe 
“We'll allow you 10 per cent on how the home laundry reduces the in- _ tition in trade-in allowances we would 
your old machine,” he was told. vestment in clothing; removes fear of doubtless all be shopping to find the 
“Oh no, I can buy that machine at group washing; guards against insani- highest bidder for our old pants. 
wholesale. I get everything at whole- tary conditions; reduces losses from 
sale.” And try he did through every the outgrown clothes of children; pre- 
avenue in Chicago before he gave up vents the loss of articles treasured for RE Uwe per 
the job as hopeless and came back and. sentimental reasons; cuts down the 
. paid a retail price. money spent on dry cleaning. These EnrTor 
» and 
e top stills —_ = = 
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nent, lt he 


the customer 


s wise he arranges with 
to help him land the 
most likely of these potential prospects 
right off the griddle. While he is 
working on these, he doesn't forget to 
ontact with that customer. Some 
salesmen don't care to take the cus- 
tomer into their confidence and let him 
know the progress being made with his 
“leads”. Others, however, find it pays 
to wgratiate themselves still further 
with the purchaser by rendering him 
small services, keeping him posted on 
developments and letting him think 
he is of vital importance to that sales- 
man’s Some salesmen are 
afraid to tell the customer that they 
have sold one of his leads for fear the 


“1 
Keep 


SUCCESS, 


istomel! will ask tor tavors or money. 
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Others beat the customer to it by of- 
fering him inducements to furnish 
names—where it can be done diplo- 
matically. Still others go so far as to 
make of the customer’s installation a 
show-room, or basement. Naturally, 
the degree to which the salesman cap- 
italizes the customer depends upon the 
customer, his liking for the product 
and for the salesman, and his willing- 
ness to put that liking to work. 

It seems hardly necessary to point 
out that the house or the salesman 
or both—should maintain a careful list 
of customers, with names of prospects 
secured therefrom and records of calls 
made upon both. Also, a follow-up file 
should be kept. One dealer lists pur- 
chasers ¢ hronologi« ally 


\ 
/ 


— 


according to 
the date the salesman intends to make 
his second, third and subsequent calls. 
If, for any reason a salesman cannot 
follow up the customer, the sales man 
ager or some other representative may 


BLEUSTRATEO BY 


RALPH SULLIVAN 


do it. It should be remembered that, 
after all, the customer belongs to the 
house and it is the duty of the compa- 
ny to see that the customer is pleased 
and made to yield all possible future 
business just as much as it is to the 
interest of the salesman. 

Real estate people tell me that five 
years is about the average length of 
occupancy in the suburban district in 
which I live. If a householder moves 
in that ime—or earlier, he doesn’t take 
his burner or stoker with him. There- 
fore he may become a repeat customer, 
providing he has kept his friendly feel- 
ing for the maker and seller of his 
initial equipment. He may not move, 
but he is continually widening his cir- 
cle of friends; his children may marry 
and set up housekeeping; he may de- 
cide to add a new hot water heating 
system, or air-conditioning plant, or 
any one of a number of things—and 
what is more natural than that he 
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should go to his favorite dealer for 
them if,—/F, 1 say, that dealer has 
maintained friendly contact ? 


Cultivate Architect and Builder 


Have you ever built a house or had 
your residence remodelled? If you 
have, you know there isn’t much use 
trying to get along without the arch 
tect and builder. You might just as 
well try doctoring yourself as dispens 
ing with their professional help. 
Which gives them an important pos 
tion from the viewpoint of the seller 
of home heating equipment. If you're 
lucky enough to “stand in’ with 
them and they’re at all successful in 
their field, you'll profit. If you don't 
your selling job, at least in closing 
new home owners, is going to be « 
tough one. For rest assured they re 
vital factors in the pursuit of this type 
of business. Wise indeed is the heating 
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By Roi B. Woolley 


Ct 


equipment salesman who can insinuate 
himself into their good graces. 

These gentlemen are interested pri- 
marily in seeing that new home build- 
ers are satisfied with the completed 
job. They value their judgment and 
good will highly and while, to all in- 
tents and purposes, they don’t play 
tavorites, be assured they have their 
pets and preferences, whether it be 
floor or roof covering, lighting or 
heating equipment and appurtenances. 
The fact that they are expected to 
know something about every different 
type and make of reputable heating 
device gives weight to their recom- 
mendations. The forethoughtful sales- 
man will earn their regard by work- 
ing with them. He will help them 
stress the added satisfaction that comes 
from automatic heating in the greater 
convenience, healthfulness, cleanliness, 
etc. When he talks to the man who is 
going to pay the bills, he’ll point out 


the higher re-sale and rental value of 
the house so equipped and, if he 
doesn't bow to the judgment of the 
architect or builder (when it may be 
adverse to his interests) he’ll remem- 
ber that other business may emenate 
from the same source and_ will 
temper his sales talk accordingly. 
He will not be chary with his credit 
to their knowledge and wisdom; if he 
loses an order he will at least have 
won their respect— and may fare bet- 
ter on the other business that is 
coming. 


Playing Up Plumbing and 
Heating Contractors 


The value of these sources of pros- 
pects for heating equipment is ques- 
tioned by many manufacturers and 


distributors. In some districts—partic- 
ularly larger cities—enterprising heat- 
ing contractors have taken on the sale 
of burners or stokers. So, too, have 
plumbers. This puts them in direct 
competition with other heating device 
dealers. In other cases, both plumber 
and heating contractor have directly 
—or indirectly—allied themselves with 
distributor or dealer of such equip 
ment. Where this allegiance is on the 
right basis, the combination often 
proves profitable for all parties be- 
cause both in the case of residential 
and commercial heating installations, 
the plumber or heating contractor 
very often has first-hand knowledge 
and, in many instances, has the own- 
er or builder’s confidence. 

The plumber is often invited in to 
doctor old heating units; thus he gets 
the “low down” on a_ forthcoming 
heating installation before anyone else. 
Generally, however, he’s a difficult in- 
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dividual to work with. He has been 
known to “shop around” with his 
prospect possibilities, playing one deal- 
er against the other—handing out the 
lead wherever he thought he could 
get the best “rake-off”’. It is the opin- 
ion of most heating equipment dealers 
that while he may be a source of 
prospects, he cannot contribute greatly 
toward closing the sale. 

A utility, featuring gas heating 
equipment claims there is an advan- 
tage to the heating contractor in fur- 
nishing leads to salesmen in that the 
contractor gets the intallation if the 


Finding the prospect 
is probably the great- 
est problem facing the 
dealer in automatic 
coalstoking or oil burn- 
ing equipment. In this 
article, 7 valuable 
sources of prospect 
leads are discussed. 


ot tL 5 
pues 


Next MONTH 


eight more important 
sources of prospects 


will be covered. 


sale is made. This company gives a 
commission to contractors who actual- 
ly make sales themselves but claims 
that a commission is not necessary 
where sales are made by its salesman 
as a result of leads furnished by the 
contractor. This company believes the 
opportunity to get the additional work 
is a sufficient incentive for contractors 
to give it the names of prospects and 
in most cases they prefer the company 
to do the actual selling. 

While such a relationship may 
prove satisfactory in the distribution 


ol gas heating equipment it does not 
always work out so well with other 
automatic heating equipment. A large 
distributor of oil burners places little 
value in leads derived from plumber 
or heating contractor. Nevertheless 
his salesmen attempt to work with 
them, along the same lines they fol- 
low in cultivating the architect and 
builder. The sales manager of this dis- 
tributor sums it thusly: “We can't 
get along with ’em, and we can’t get 
along without ’em.”’ On the other 
hand, a large distributor of automatic 
coal burning equipment works very 
closely with heating contractors (the 
majority of this company’s installa- 
tions are in apartment houses, com- 
mercial buildings and factories). 

Summarizing our analysis of this 
source of prospects it might be said 
that its worth will depend upon the 
working arrangement between heating 
equipment seller, and the plumber and 
contractor. 


Prospects—and the Press 


The newspaper is a wide and un- 
failing source of heating prospects as 
well as information for developing 
prospects into customers. Unfortunate- 


ly the average salesman fails to deci 
pher out of his local paper what may 
be sales ‘‘wheat” from the run-o’-pa 
per news “chaff”. Let me give an ex 
ample. 

I know two salesmen of automatic 
burner equipment. Both fairly success 
ful. However, one is a source of wor- 
ry to his sales manager because he 
never scems able to dig up any pros 
pects; he depends entirely upon the 
house to furnish him leads. Only 
sheer sticking to the prospects he gets 
and selling a good average keeps him 
out of the mediocre class. My other 
friend, however, always seems to have 
some new prospects to work upon 
Not only that, he is a source of leads 
for the house. Seldom if ever does he 
solicit prospects from the office. 

When I inquired of him how he 
dug up his leads, he said “Oh, in many 
ways, mostly through contact with 


(Please turn to page 16 
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FRIGIDAIRE 


vears most of the furnaces and crack- 
ing stills had been cold. The people 
of the valley didn’t have money for 
clothes and food, let alone automo- 
biles. 

Che two Sahlis wanted something 
to bolster up their revenue. They had 
1 showroom and service plant that 
would do justice to a community four 
or five times as large. Their invest- 
ment was heavy and they needed a 
little gravy to make both ends meet. 

In May, 1933, the first month of 
their refrigeration activity, they sold 
eight household and commercial units. 
In June, the total jumped to 35, in 
July to 61. By the end of the year, 
2? units had been sold. But not all 
were sold in Beaver Falls. 

Beaver valley is made up ota doz- 
en or so communities that begin and 
end, so far as the traveler is concerned 
with highway markers identifying 
their city limits. But each has a bus 
iness booster organization. Each has 
ts own newspaper. Each has instilled 
in its citizens the “Buy at Home” 
spirit. 

Faced with this situation, I. S. 
Sahli, who has become the appliance 
wizard of the firm while his brother 
Ed, supervises the automotive end, 
conceived the idea of appointing sub 
dealers in Beaver Falls itself and 


Moror Co 


Exterior of the Sahli Bros. building at Beaver Falls, Pa. Appliances 
occupy one half, automobiles the other. 


TOP 


The appliance showroom of Sahli Bros. Washers, refrigerators, 
ironers, radio and ranges—plus autos (at right). 


RIGHT 


A refrigerator demonstration in progress at the Sahli Bros. show- 
rooms. They sold 222 units in eight months of their first year 
This year is 80 per cent ahead. 
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ght of the adjoining communities, 
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tach of these sub-dealers is a figure 
s community. Each knows most 
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TA PPLIANCES 


| two go together say the 
Sahli Brothers of Beaver Falls, Pa.—and 
prove it by selling over 300 refrigera- 


tors and 300 washing machines a year 


by Sahli Motor company. Each must 
be aggressive, or he will find himself 
out of the appliance business and a 
competitor appointed. 

The success of Sahli Motor com- 
pany with refrigeration in the first 
eight months was such that it was de- 
cided to add, first, washers, of which 
318 were sold last year, then radios 
and finally sweepers, stoves and the 
smaller appliances. 

Now the company has forty eight 
employes and ten sub-dealers. Of the 
forty eight employes, four are house- 








=~ a) i He . 
_ And here are the brothers themselves, looking over the record of 
their first two years with appliances. Note the air conditioner at left. 











hold Frigidaire salesmen, two com- 
mercial and air conditioning Frigid- 
aire salesmen, six on Hoover. sweep- 
ers, two on Easy washers and several 
makes of stoves. All sell radios. In ad- 
dition, a service, delivery and instal- 
lation department of seven mechanics 
and truck drivers is maintained on a 
twenty four hour basis. These men 
work on appliances only. The auto 
mobile service department functions 
separately and the two operations 
never interlock except at times when 
it becomes necessary to have an extra 
delivery truck for a few hours or so. 

Two sets of books are maintained. 
I. S. Sahli has his office on one side 
of the attractive showroom. Ed Sahli 
has his on the opposite side. In the 
same way, cars occupy one half of 
the showroom floors, refrigerators 
and other appliances the remaining 
half. So it is with window displays, 
too. Thus each operation stands on 
its own feet. The only joint activity 
is the splitting of profits at the end 
ot the year. I. S. gets half of the auto- 
motive profits, Ed collects half of 
the appliance profits, and there are 
profits, too. 

“The dollar volume in our appli- 
ance division is smaller, but the mar- 
gin is larger,” Sigs told Electrical 
\lerchandising’s representative. “The 
main benefit, however, is the close- 
ness with which the two operations tie 
together 

“People we have sold cars come 
to us for appliances and vice versa. 
We average 40 visitors a day who 
have brought their cars in for servic- 
ing. \Mlost of these visitors browse 
around the showroom and go away 
with the definite knowledge’ that we 
have all the major and smaller ap- 
pliances. Another 60 persons a day 
come in to our automobile parts de- 
partment. They get the same picture. 

“On the other side of the house, 
we draw floor trafic for the automo- 
tive division. While G. M. A. C. 
finances our retrigerators sales, we 
handle our own paper on all other 
appliances. In addition, we collect for 
(3. M.A. C. This means that appli- 
ince Duvers come in to see us every 
nonth tor twelve to eighteen months. 


it they don't know we have the best 


¢ +t 


omobiles after twelve or cinta 


een visits, it is not our tault because 
they have to walk by a half dozen dis 
play models.” 

Brother Ed interjected a few words 
to agree that the set-up is just about 
perfect. 

“Sig can’t tell you accurately the 
delivered price of a Chev and darned 
if 1 can remember the prices on Frig- 
idaires or the other appliances. That's 
how independent our two divisions 
are.” 

But the sales set-up in the Beaver 
valley communities is the interesting 
factor in this appliance operation. 

“The local pride that has been in- 
stilled in the citizens of these commu- 
nities was a tough problem for us,” I. 
S. said. “Each of our sub-dealers is 
a local personage. He gives us local 
backing. Our company gives him de- 
pendable appliance service and dis- 
plays he couldn’t afford to finance. 

“We send our men into his com- 
munity to canvass and develop bus- 
iness. They sell for the dealer, not 
tor us. When it comes to closing, he 
ties in and sells our service and our 
name, which, after thirteen years, car- 
ries some weight. Each sale thereby 
is backed up by two operations. 

“We work and rework the various 
communities. If one goes Hat, we de- 
sert it for a few months, then send the 
crew back in. In this way, we keep 
ploughing and profiting.” 

In the same way, the company has 
done an excellent volume in commer- 
cial refrigeration. Virtually every type 
of commercial application has been 
made in the little more than two 
years of work. 

With the steel mills, chemical 
plants and fabricating plants belch- 
ing day and night with steadily in 
creasing activity, the Sahlis are look- 
ing to rapidly increasing volume in ap- 
pliances and cars. 

“When the valley has that acrid 
smell that bites the sensitive nostrils 
of passers-through, business is under- 
way. The pungency of the smell is 
increasing. ‘That means more pay- 
checks and more appliances under 
sales. Nineteen thirty-five should wind 
up a bell-ringer. Nineteen thirty-six, 
from all indications, will show its 
heels to all previous years, so far as 


ve are concerned 
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OVELL Power Electric Wringer Rolls are the 

finest made. You can prove it to yourself, 

if you care to take the time. Simply cut away a 

section of a Lovell roll and compare it with a 

similar section of any other make. The proof of 
Lovell superior quality is before your eyes. 


Lovell Power Electric Rolls are built of four 
different kinds of rubber. Each rubber is especially 
compounded and carefully applied to resist a 
particular kind of wearing action. 


First comes the foundation or bonderizing rubber. 
This is a reddish rubber vulcanized to the steel 
shaft. When the wringer is lifting heavy water- 
soaked garments from the tub, the rolls pull one 
way, the garments another — exerting a twisting 
action on the rolls. The soft resilient cushion 
clings so tightly to this foundation rubber that no 
ordinary force can pull it loose. 


Next come the hard rubber washers that are vul- 
canized to the ends of the steel shaft. These black, 
hard rubber washers seal the roll tightly at both 
ends, preventing seepage of water along the shaft. 
Water causes rust. And rubber will not cling to a 
rusty shaft. The hard rubber washers also protect the 
end of the roll from the harmful action of end thrust. 
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Next is applied the cushion, in two sections. This 
double cushion is made of the finest pure para gum 
rubber, scientifically compounded to provide the 
correct amount of resiliency. It is soft enough to 
allow for sufficient displacement to permit buttons, 
clasps, and buckles to pass through safely. But, it 
is mot so soft that it cannot extract the desired 
amount of water and loosened particles of dirt. 


Fourth and last is applied the tough Lovell tread. 
And it is tough! This tread resists all abrasions 
and injurious effects of strong caustics, alkalies 
and bleaching compounds. It protects the soft 
rubber cushion. The tread has a crepe finish that 
insures traction without slippage. 


Lovell is the only wringer manufacturer in the 
world that builds its own rolls. Lovell Power 
Electric Rolls are made by hand of the finest 
materials procurable. They cost considerably more 
to build, yet sell for very little more than the com- 
monplace, short-lived one piece roll. 


Lovell builds these superior quality rolls to maintain 
its reputation for honest values that has endured for 
more than a-half century. If you are building your 
business upon this same firm foundation, sell Lovell 
Power Electric Rolls. They are the finest made! 














Why Treasurers 
ET GRAY HAIRS! 





The way to retain all the benefits of these important load 
building apphances, and avoid the cham of troubles that 
rust always brings, 1s to install electric water heaters wit! 
tanks of MONEL METAL 

For a Monel Metal tank 1s so permanently rust proo} an 
corrosion resistant so strong and tough that we gua 
antee it, in writing, for 20 years 

With so many ot these current-consuminyg apphane s A Monel Metal tank never pits, scales or peels revert 
going into homes, it is small wonder that utility treasurers needs replacement because of rust and corrosion It just 
should begin to worry. They know too well what might stays in service, year after year, keeping your customer cor 


happen if appreciable numbers of heaters, out on contract tented, and assuring you of a steady, year ‘round outlet 
should begin to “bounce back.” for energy 


ATER HEATERS, as you know, prove such depend 
able off-peak load builders that many utilities set Op 
special rates to promote their adoption 


For what treasurer does not know that each water heater, 


trom the day of its installation, is constant prey to the Ing the past seven years, Monel Metal is one of the best 
damaging effects of RUST known trade names before the public. This prestige, coupled 
You needn't be an engineer to realize that iron and water with such names as Hotpoint, Wesix and Westinghouse (a! 


simply do not get along together. The fight goes on 24 hours of whom make heaters equipped with Monel Metal Tank-) 
a day with iron the invariable loser. This always hap 


pens within a few years at best and tt often happens 
within a few montn 


Whenever iron tanks let go, not only are cellars flooded oa ' . : : 
- / THE INTERNATIONAL NICKEL COMPANY, ING 
with water, but there 1s also let loose a flood of complaints 


7 be N a a 
that opens wide the gate for competition from other fuels 67 Wall Street ew York 


M Met curstered trad ark apf d to an alloy « 
taming approximately two-thirds Nukel and one-third coppe 
ee Monc!l Metal is mined, smelted, retined lied and markete 
= La solely by International Niukel 


Due to consistent advertising in national magazines dur 


assures sales volume for your appliance department, whil 
guaranteeing you a load you can depend upon for years 
to come 
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Robert G. Silbar 
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She toughest town in Wiscon 
sin. trom a retrigeration sales 
standpoint, you understand 

Sheboygan. On July 16, 1935, 
neone figured out that only 13.3 
ent ot all wired homes in that 
had elec tri 

34 per cent of all wired homes 


etrigerators, Nation- 


e retrigerators. Someone else an- 
need that total retrigeration sales 


Sheboygan from January 1, 1935 


lulv | were only 216 boxes. 
Sheboygan dealers didn't know the 
swers Lhere were 10.700 electri 
eter users in the city, but only 1,440 
nilies had electric retrigerators. 
Ither Wisconsin towns weren't like 
it. \Iadison, Wis., has a saturation 
+) per cent on retrigerator sales. 
omparison with Madison one out 
two homes had retrigerators, while 
Sheboygan the figure was one in 
sales standpoint She 
bad wav. Here was 
otential market ot 6,000) families 
d a non-responsive buving public. 
\lanutacturers, distributors and 
e utility company supplying power in 
eboygan didn’t like it a pit. Indi 
dually, none ot them had been able 
lent the surtace ot buying resis 


a From A 


van was in 


nee, 
July ot this vear saw mime major 
inutacturers, their Wisconsin § dis 
Dutors the \Visconsin Power & 
ght Company, and local dealers 
inded together for a cooperative re- 
gerator campaign—one of the most 
mmplete attacks ever made on a let- 
irgic market. 
First off, the “Sheboygan Electri- 
Retrigeration Bureau’ was creat- 
A war chest ot $2,000 was raised 
a newspaper advertising barrage 
the Sheboygan Press, between July 


’S and Aug. 31. In all, 1,050 inches 
ot newspaper space were used in the 
tive weeks campaign. Nine manuta 
turers Kelvinator, Westinghouse, 
Cjeneral Electric, Grunow, Crosley, 
Hotpoint, Fairbanks-Morse,  Frigi- 
daire and Norge ) participated. 

That the Campaign Was successful, 
in spite ot a late start in the Wis 
consin season, is attested by the fact 
that 251 retrigerators were sold with- 
in five weeks—more than sales tor the 
months by35 boxes! That, 
mn =60August n Wisconsin, in the 
toughest market in the state! Not 
only did the total include six cubic 
foot boxes and over but a swelling 
total of litt-top chests, because special 
efforts were made to sell the smaller 


previous sir 


boxes to tamilies of medium income. 

Unhke most cooperative campaigns 
which start slowly and build to a 
peak, the Sheboygan campaign started 
with a bang, 100 boxes being sold 
the first week. This was largely due 
to seasonal weather, campaign ofh- 
cials believe, together with the heavy 
fire of opening guns enthusing the 
dealers and salesmen to strenuous et- 
torts. 

“It all goes to show that any mar- 
ket can be cracked, when salesmen 
are trained,’ Sid Cobabe, Milwaukee 
advertising executive, declared. “The 
campaign was devised to test methods 
ot breaking into the Wisconsin market. 
It proved what manufacturers and 
utility officials had known to be true 

that any sales effort depends on 
your man power—and on the training 
you give them.” 

Every man participating in the 
campaign was given a sales manual 
which detailed how he , individually, 


Please turn te pace 66 
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They 





couldn't sell 
REFRIGERATORS 
in Sheboygan 
... until they tried a 
cooperative campaign 
... and then they sold 


251 in 30 days 


ne 








te Z 
, 
Frank W. Gruesel of Milwaukee, Wisconsin distributor for Grunow and general 


chairman of the Sheboygan campaign, talks things over with Miss Clara Dean, home 
economist from G.E.'s House of Magic. 


yf 











A portion of the seventy refrigerator men who attended the ‘‘kick-off'’ meeting of 
the Sheboygan Electrical Refrigeration Bureau. 











e p 4 Y 


‘Be he, 


" 


’ 


Among executives who cooperated in the Sheboygan campaign were: left to right 
A. C. Van de Repe, Sheboygan Press; Newton D. Weinberg, Milwaukee; Len L 
Perry, Wisconsin Power & Light Co.; Frank W. Gruesel, Milwaukee; Robert F. Timm, 
Sheboygan Press; Sid Cobabe, Milwaukee advertising executive; and George Resch, 
Sheboygan Appliance Co.; secretary. 
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“IT ALL DEPENDS ON WHERE YE WANTA 


a It has oiten oc¢ 
inghouse Refrigerator deale1 
one a big favor if he'd stat 
expected or hoped refrigerat 
for hin 
IF YOU are interested in the possibilities of 
a Westinghouse Refrigerator dealership, we 
invite you to say where you want to get 
Ther rather than attempt to tell you 
about Westinghouse and our Refrigerator 
dealer franchise, we'd rather have some good 
typical Westinghouse dealers tell you what 


they think of the company, its product. its 


@ Independent investigators called 
f the country, and asked them h« 
Reports of 101 of these dealers, scattered « 


n Refrigeration? 
If the question has come to your 
based on their own experience 


Send for this FREE book. Address your request: WESTINGHOUSE ELECTRIC & MANU 


FACTURING COMPANY, Mansfield, Ohio. 


Westinghouse (./ 


ay ER Y 
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m Westinghouse Refngerator dealers of all sizes in all parts 
w they worked and what progress they had made 


ver 42 states and located in communities ranging 
from 1,200 population to nearly 2 million, are gathered into this book 
house Refrigerator Dealers Tell How They Work 


Here is the dealer's own answer to another dealer's question, “‘How About Real Net Profits 


mind, let these dealers give you their answers, uncolored and 


ROUSE 


ice and its proposition — from their owr 
(perience 
We think these dealers of ours are mighty 
fine folks — but even so we can’t imagine 
their giving us (or any manufacturer) any 
credit we didn’t have coming. We believe 
you'll get most if not all of the truth from 
these typical Westinghouse dealers. Why not 
give their stories of actual first-hand experience 
whatever consideration you think they merit ? 
fter all, at this stage of the negotiation YOU 


are the one to be satisfied. (Our turn comes 


later) 


101 Typical Westing 





i an an 
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possibilities 
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&. Even THAT 
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-odd think 
real propo 
ee oepective 
Te inclined 
dealers can 
pn, if you want 
ndr of other 
da like what 
» Were pretty 
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‘tell it. 
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J aw SWAT 
Pi | 


N a blank piece of white pa- 

per, pencil a black square 

about a half inch in size. Four 
nches from it, pencil in another 
smaller black square, about one-eighth 
nch in size. Hold this paper before 
you. Close your right eye. Look stead- 
ly at the larger black square with 
your left eye. Move the paper back- 
ward or torward slowly until you 
reach a point of vision where the 
smaller square absolutely disappears. 
That is your “blind spot”. All of us 
have them when we keep one eye 
losed and become too concentrated 
m watching something else. It is so 
vith our vision and, even more im- 
portant, it is usually so in our conduct 
f a retailing operation. 

Most of us become so concentrated 
nm habitual methods, that we fail to 
ee new opportunities or we overlook 
he fact that we are neglecting addi- 
tions to practise that would add to 
our volume attained. Most of us be- 
ome so focussed upon normal vol- 
ime, normal costs and normal profit 
that we fail to see the importance of 
loing something different to arouse 
idded volume that is much richer in 
net profits. All to often, we find our- 
selves managing our businesses with 
me eye closed and with our vision too 
fixed. This is most apt to happen in 
the transition between seasons. 

Each season builds up its sales hab- 
its and its tendency to focus upon cer- 
tain merchandise. 

ach new season requires changes 
n methods and opens up greater op- 
portunities to push other products in 
lifferent ways and by different selling 
urguments. But we are often too 





“Each season builds up its sales habits 


and its tendency to focus upon certain 


merchandise”—here are 11 questions 


to ask yourself concerning fall business 


By Gerald E. Stedman 


prone to continue the past season’s 
viewpoint too far into the new. And, 
as a result, we overlook selling oppor- 
tunities and there is almost a decline 
of momentum during this seasonal 
transition. 

I've analyzed a lot of appliance 
dealers’ operations and usually find 
a dropping off in effort, volume, profit 
and enthusiasm around the first of 
April, July, October and Januarv. So, 
at the start of this 1935 fall season, de- 
termine to open your eyes, stand away 
from your business, change methods 
and add to selling practises those new 
and different activities that will permit 
you to capitalize more fully on the 
unusually rich selling opportunity that 
exists in October, November and Dec- 
ember. Beware of your business blind 
spot this fall. 

Nothing, perhaps, could be more 
helpful than to discuss a few of the 
blind spots that should be avoided 
during this fall season and then to 
suggest certain new activities which 
appliance merchants will, find profit- 
able to add to their retailing practise. 
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All dealers know the necessity of 
taking periodic inventory of stock, but 
only the merchants among them have 
ever thought of the importance of tak- 
ing a seasonal inventory of methods. 
Here is one .of the most neglected 
“blind spots” in appliance retailing. 
Merchandising success is a great deal 
like baking a cake—it is the result of 
the correct proportion of several in- 
gredients, thoroughly mixed, carefully 
watched and baked at just the right 
degree of heat. Leave any of the in- 
gredients out or fail to watch it care- 
fully or attempt to bake at too low a 
temperature and you get a mess. Your 
business is like that. Your success de- 
pends upon doing a number of things 
well. So it is important to check up 
on your operation and see whether you 
are using all the essential ingredients 
with the proper amount of heat. As I 
see it, there are eleven essentials which 
make for good appliance merchandis- 
ing. Check up on yourself to see that 
none are being missed by asking these 
questions: 

(1) “Have I sufficient manpower 


to see all the people in the neighbor- 
hood I serve?” Your volume and 
profit is directly proportioned to the 
number of prospects your organization 
contacts inside and outside your store. 
If you haven’t sufficient manpower, 
hire more at once. 


(2) “Have I an effective and con-. 


tinuous sales training and meeting 
procedure?” The service rendered by 
your organization depends upon the 
knowledge, loyalty, spirit and incen- 
tive you build into it. If you have no 
planned training and meeting proced- 
ure for the fall weeks, work one out 
at once. Don’t let this drift from week 
to week in a disorganized manner. 
Make an outline of training subjects, 
adopt a schedule of sales meetings, 
work out some special bonus incen- 
tive arrangement for fall selling. 

(3) “Am I using my windows in 
the most impelling ways to make 
‘passers’ buy’?” Having avoided the 
heat of ‘business streets all summer, 
the average housewife is downtown 
window shopping more often during 
fall weeks than any other time of year. 
There is no other season which is 
so rich in magnetic display ideas as 
is Fall. Careful estimates indicate that 
the selling force of your window dis- 
plays increase 50 per cent during the 
fall season. So plan a continuous series 
of fall window displays, aimed to 
bring that merchandise which has 
greatest fall appeal to the attention 
of passersby in new and dramatic man- 
ner. Change your window display each 
week and be sure that you rotate the 
merchandise with good change of pace 
to expose everything you will push 
from October until Christmias. 
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cores Again! 


ith 4-in-Line PLUS 


“THE TWIN 
six” 






































F67H-6 


Remarkably LARGE Capacity 
in Surprisingly SMALL Floor Space 


“The Biggest “Small’ Range ever made,” that’s what buyers say when they 
first view this new MONARCH “4-in-Line—PLUS,” the Twin-Six. 


Two commodious 17-inch baking ovens; Six surface units; Ample work-table 


tf, 


space; and all in a range that occupies no more 
floor space than a single 15-inch oven range of 
conventional design 


This F67H-6 completes the “4-in-Line” series—one 
of the most popular innovations in range design 
ever contributed to the advancement of Electric 
of White or 
Ivory-Tan. Photographs and prices will be furnish- 
ed on request 


Cookery. It is available in choice 


MONARCH 


MALLEABLE IRON RANGE COMPANY 
EFFICIENCY TWINS 


110 Lake St., Beaver Dam, Wis. 
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\ L GOVCLIOORIIID atl stole 
planning essential that will contribute 
to greater tall business ? Last week 


Michigan ] 


Fourth ot July poster still remaming 


mi) Wester notmed a 


front of counter wm a dealer's store 
Just as nature changes dress im aut 
' should the appearance and 
layout ot a merchant's store. Floor 
displays should be changed to brinz 


uinin MM 


that type ot merchandise having great 
er tall appeal, up to the tront of the 
store. Layout should be changed to 
force customers, long accustomed to 
the existing order, to go to new lo 
cations tor their wants, thus exposing 
them to merchandise which they might 
pass by if the old order was continued 
Stock must be replenished and attrac 
tively displayed in the tall spirit. 
Nothing is so important as the ap 
pearance of volume in encouraging 
purchase. A limited stock makes the 
store caller wonder whether the met 
chant is closing out the line or, at 
least, gives the unconscious impression 
that the line isn’t moving very tast 
and its purchase is, theretore, to be 
avoided 


(3) “Have | orgamzed sutheient 
‘mass selling activities’ to capture the 
great cdc ational interest in the hom 
making arts which women show most 
strongly during the fall months?” Of 
all seasons, tall encourages greater de 
sire to get into groups. Perhaps the 
habit of going back to school lingers 
on in all of us. Certain it is, that wo 
men's clubs show their greatest acti 
ity during fall. Then, too, the home 
becomes more lived in during the fall; 
with the children more often in the 
house and the family spending more 
evenings -together. This naturally 
arouses greater wuiterest in the home 
making arts and the average woman 
can be impelled to atend group dem 
onstrations, exhibits. lectures and 
shows more than during any other 
season. Turn your wite into a home 
making specialist and adopt a regular 
series of group selling events. Hire 
a domestic scientist. Get up a good 
lecture of your own and arrange to 
appear betore various neighborhood 
clubs. This will spotlight your store 
and yourselt. It will make you much 
discussed. It will add plenty of vol 
ume and profit 


(6) “Am | orgamzed tor the most 
intensive ‘outside selling’ both to new 
prospects and to old customers?” It 
is more necessary tor the appliance 
merchant to make his sales dollar 
turn over outside his store during the 
tall than any other season of the year 
The new buying interest felt by all 
homemakers with the advent of coldet 
weather, exposes them to many desires 
which, lett to their own voluntary 
shopping, may tend to drain the fam 
ily purse before they ever get near 
your store. Appliane es have to be sold 
Don't let a lot of voluntary buying 
ot other things usurp your chance to 
sell. Reach women in their homes 
with a strong buying urge before they 
have too often gone down town to 
look around for other things 

(7) “Should | add new lines or shitt 
others to decrease selling resistance o1 
gain added support 2” The 
greatest responsibilty of the manutac 
turers you represent is to help you 
manufacture the customer. Some give 
materials, better 
eHective printed pro 
motional help than others. Some keep 


selling 


Von hhoore tramnng 


displays thiore 


the prion 


I ~ Peadesiznicd to lave 
ertul, new selling teatures mor 
do others. Certain products, s 

washers, ranges and radios, now 

a re-e\patision sales opportunity «| 
would pay you to add, if vor 

never handled them or it vou hay 
discontinued them because of the |) 
ited replacement opportunity int 
past. Some manutacturers are bi 
our new that, havin, 
created customers tor them on soy 
other product 


it 


products sO 


you could More cas 
sell such customers the new pri 

ot this manutacturer, because o1 ¢] 
customer goodwill aroused by thy 

istaction of the product owned, th, 
you could by selling that custome; 
strange brand. For these and ma; 
other reasons, it is wise to analyze ¢] 
manutacturers you represent, the line 
handled and the possibilities ot 1 
items to see that you are set uy; 
gain the greatest volume at the low 
est resistance with the greatest alow 
ot customer-producing selling he 


Advertising 


(8) “Am I set up to gain the yr 
est values from a caretully-planin 
advertising and publicity procedure 
To many merchants advertise more o 
less hit-and-miss and too many deal 
fail to advertise at all. There is tu 
much ‘come-on’ advertising and pr 
appeal being used, now that thes 
techniques have largely exhaust: 
their pulling power. Advertising 
ot course, the life blood of a mx 
chant’s business; more than ever 1 
essary during fall because of the 1 
awakened buying interest of the 
erage consumer who has avoided cit 
streets during summer. Fall advertis 
ing should be centered upon the vita 
use-values and differences of the p: 
ucts featured and should also. stres: 
an easy buying method through ce: 
phasis upon terms and F.H.A. buyuy 
convenience rather than upon pi 

Merchants should do everything 
possible to induce special advertisin 
support trom manutacturers and d 
tributors; cither through inducing 5 
cial city-wide campaigns carrying tl 
listing or ch in a Cooperative marr 
in which the cost is split between dis 
tributor and dealer. Get a regula: 
vertising schedule arranged that w 
see you in the leading newspape: 
each week, if possible. Don’t dissipat: 
the advertising by scattering too n 
of it in too many types of me 
After all, newspapers have the nv 
powertul pull. If you have only s 
much to budget, concentrate it entire! 
within them. If you have extra m 
ey you can put to work, don't ov: 
look radio. And be sure to have sufl 
client news stories to supply news 
pers each week 

(9) “Have | arranged 
method of consumer 


the bes 
finance, and | 
take care of my own floor displa 
merchandise?” Nothing is more 
portant than to anake it easy for 
customer to buy. This fall, impe! 
F.H.A., local bank 
are extending financial arrangement 
to dealers in almost every locality t 
make it easier than ever betore to se! 
on remarkably attractive terms. .’ 
range with your local banker or wit! 
your finance company to get the bes 
set up possible on consumer fina 
ing methods. Also, be sure to 
floor 


by revisions in 


oy 
- 


finance plan that will pe 
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» Thay quantity merchandise display | 
Men 10) “Am I equipped and supplied e 
ts, s to make greatest use of the sales pro 
How jtional materials available from the et 
nity wufacturers 1 represent?” One ot 
I you the really tragic circumstances of mod 
f vou ha ern merchandising is that the average 
ot the | merchant is in no way making full with Ne 
nity the se of what is available in the form of . Bint < Gi EN o ys 
ire bringin, selling tools, training materials and —- 3-IN-ONE 
at, hay istomer literature. The majority of COMBINATION 
mM ON so anufacturers have created and made - , " 
MOTE cas iwailable large amounts of such ma- | 1 
‘WwW opr terials, expertly fashioned and care- ] F ell bd CI 
duSe GOT t fully tested. They issue it at a frac- 
by tl tion of the cost which a dealer would 
wed, tl have to pay, were he creating it him- 
Custonics self. Yet, actual surveys indicate that 
and ma 93 per cent of all dealers are making PRE 
analyze t little use-of-it-Phese who do, are al- “) 
it, the lin wavs the sales leaders. It is wise to ; 
les Of ney write to all manufactures, asking for 
set up t omplete exhibits of promotional ma 
it the | terials available and then order a suf- 
est al ficient stock for fall requirements. De- 
ng he termine that no salesman shall be 
lenied any of such material which This new “3-in-One” combines adequate 
s important to his activity and make cooking equipment with a built-in room 
sure that he uses it properly. Deter- heater and an electrically heated water 
» the y nine, also, to supply prospects with storage tank 
ly-plann such literature and approach mail = 
rocedur matter, which will inform them prop- The heater (4) may be used as a refuse 
Ise more « erly in advance, thus conserving most burner—or in cold seasons, fired with 
any deal i the retail salesman’s time to clos coal or wood (or oil, optional),. heating 
here is t ng procedure. the kitchen and the water tank as well. 
and pr (11) “Have 1 a carefully prepared For electric water-heating, the tank is 
that thes plan of tested ideas that will permit ficed with a unit of ample wattage for 
exhaust me to keep things humming from the efficient operation — control by hand 
Prtisiny is standpoints of trafhic-pulling stunts switch and automatic thermostat 
7s n ) = eg for prospects and by Sell ob daw enables tnt Ot ta ened Ge 
salesmen?” Nothing is more impor 
of the tant than to increase the glamour the firebox. The other half has four stand- 
of the of your store. There are hundreds of ard MONARCH “Hi-Efficiency” units. 
voided cit trafhe-pulling stunts that can be used _ The electric oven is a standard 17” bak B) 
] advertis to give your operation constant change ing compartment with automatic tem- Q) 
nthe of pace; continuous “showmanship”, perature control 
E the pr to make you the talked of merchant 
also stres n your community. Each month 
rough ¢ ELECTRICAL MERCHANDIS- | 
A. buy uy ING pages are full of such sugges 
| 
pon p tions. Don't fail to schedule a series | 
everything of these. And back up each activity 
dvertis wherever possible, with contests that | “ 
s and d will supply unusual incentive to your = | 
JuUCING sj salesmen to see more people and sell 
rving tl more effectively. Also, don't neglect 
fe mati ome contest incentive that will en | 
tween . courage prospects to contact you more 
egula) otten 
that \ ‘These are the eleven essential in D 
eCwspape! gredients ot a good fall merchandising 1? irst C ee (Cc Gh @ 
t dissipat ittack. Inventory your present set-up, | 
too n methods and practise. If you have neg- | 
Ot mi lected any of them, you are not or ) 
no FE Sear geiea’ tie Sk. | Meeting all the requirements of homes | 
INizeE. g g 
e only s And be sure that each is planned, or 
it entire gamzed and scheduled to get the ° e 
xtra 1 proper amount of heat behind all ac ‘ ? AQ ‘ | | ‘ t tl k | 7 | } 
we Be cee apowne of beat het i | that need seasonal heat in the kitchet 
have sul spot” of lost sales. Your eyes will be 


2 | 
news open to the rich opportumty which | Qe tate @ ne, —_— ©) Coal or Wood 
October, November and December | Electric Surface Cooking 





; COR OIL, OPTIONAL) 
the . extends 
e, and t Kitchen Heating 
displa Extra Volume e a ctete Oeon Cockina 
ec Cc 'e A rp : e . 

— > ' ‘ . 5) Ample Top Cooking Space 
v fort Lhere is another “blind spot” which 

imp certainly should be avoided. Most When Coal-Wood Heat Is 
cal bank merchants failto see that extra vol 
migemenit ume can be aroused which is much €) Electric W ater Heating Adequate for Cooking 
“ality ¢ richer in net profits. The normal vol 
re to s ume attained by any merchant requires _ a 
cm A meetin aaait pneaianait aii eee Total Connected Load 11070 Watts SPEED and 
ror wit little whether volume rises or falls 

tit 110 LAKE STREET 

the | To survive contentedly, this normal MALLEABLE IRON RANGE COMPANY aan ee cm Leet Uae 
r fina volume must be sufficient to maintain ue = 

to 2 fixed overhead and show a reasonable >» eS mi .-§ a re. ~ $ ee = fee 
ll pe profit. But it is safe to assume that es, ¥. ; reo Rs REE: AES. si 
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EASY WASHER sales (and shipments, 
too) for first 8’ months equalled 
whole year of 1934. 


EASY WASHER sales, shipments and 
production were all greatest in Sep- 
tember for any month in Easy’s 58- 
year history. 


EASY DEALER business is, accordingly, 
30% ahead of last year. 


EASY DEALER business for the final 
quarter will be double last year’s—or 
any other year's—final quarter, we 
confidently believe. 


LET US TELL YOU WHY... 


Write, phone, or wire Easy’s nearest 
representative or L. R. Boulware, Gen- 
eral Sales Manager, Easy Washing 
Machine Corporation, Syracuse, N. Y. 










an added ten or twenty percent of 
volume could be handled with the 
same fixed organization, facilities and 
overhead. Since this is extra business 
that can ve handled under the existing 
set-up, the only expense against it is 
the small added selling expense re 
quired to arouse it. The rest is net 
profit. For this reason, it is often true 
that the net on the extra is often 
as large as the net on the normal 
although the latter required four times 
the effort and risk. 


Some merchants, however, miss this 
point and stop effort just where it 
should start. They fear to add a little 
more selling power or expense when, 
in reality, they should fear not to. 
A bonus arrangement to salesmen to 
see more people, an added few dollars 
to make a.window display outstand- 
ing, a little more in postage to wing 
more personalized messages to the 
neighborhood, an extra advertisement 
to garner the attention of those who 
are wavering in a purchasing decision ; 
such added power pays more net pro- 
fits, past the bounds of normal activ- 
ity, than anything else. And the only 
thing a merchant can really enjoy is 
net profit. Why not become dissatis- 
fied with normalcy? Why not give 
a new turn to fear and fear to sac- 
rifice the loss that is always occasion- 
ed by failing to arouse extra effort, 
extra incentive and extra attention. 
Never has there been a more fortunate 
season to delve courageously into the 
“extras’’ that have the power to make 
any merchandising activity so much 
more spectacularly successful. 


Fall Business 


The electric refrigeration market 
indicates amazing virility and where 
35 per cent of the volume has usually 
been gained during the last -half of 
other years, at least 45 percent of this 
year's volume will be won in the last 
six months. That means that you can 
expect more refrigerator sales in Octo- 
ber and November than ever before. 
The washer market, always a good 
one in fall because clothes start getting 
dirtier again, is going to be unusually 
active this year because of such wide- 
spread replacement demand. There is 
a great re-expansion starting in range, 
radio and vacuum cleaner sales. All 
of these products are needed now by 
the greatest percentage of families 
within your reach. Almost every city 
block contains enough potential busi- 
ness to keep one salesman busy earn- 
ing a fine income during this fall 
season. Business conditions have defin- 
itely improved. More of the public 
are in a buying mood. The business 
is there—the extra business is there 
if you merely get organized to do a 
more effective merchandising job than 
ever before. 


The College of Commerce of Chi- 
cago’s De Paul University interviewed 
5,931 families recently on “what fam- 
ilies wanted to buy next”. Radios top- 
ped the list. Oil burners increased 
their position for 21st to 6th place. 
Within the first ten choices, all major 
electric appliances were found. Don't 
tell me you can’t sell this Fall. Get 
rid of your “blind spots”. Put a little 
more heat into your selling activity. 
Watch the extra profits roll in. 
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How Akron Dealers Joined the 
Washer Broadcast 


Where it comes from 


: 





Bob Wilson of Akron's WADC exhibits the washing machine transcriptions and copy 


Radio Essay Contests Plus “Helpful Harry’s House- 
hold Hints” Create Door Openers and Floor Traffic 


IRST returns on the effective 
ness of radio advertising as a 
washing machine 


Akron, Ohio, 


where a group ot eleven dealers have 


vehicle tor 
publicity come tron 


heen running a co-operative campaign 
nce August 1. 

Some 7,500 entries have been re 
ceived in five weeks, averaging 681 
per dealer. Cost per store runs about 
436 a month. 

When A. C. Perry of the Graybai 
Electric Co., distributors for Thor 
washers in Akron, first heard the rum 
blings of the coming campaign of the 
American Washing Machine Manu 
facturers’ Association, he said to his 
dealers: “Boys, why couldn’t-we pick 
ip the ball and run with it now? 
If the idea is so hot, we ought to 
cash nm on it. 

Working with J. W. Townsend 
manager « Radio Station WIW m) 
Akron Perry evolved a double con 
test. Listeners were invited to write 

fitty word essay on the feature ot 
the Thos washer or ironer they liked 
best. It has to be written on a card 
obtainable only at the dealer's store. 
Second chance to win a prize came 
through the listeners listing the age 
of their present washing machines. 

ach week a model 21 J Thor wash- 


uw 
~ 
t 


er 1s presented to the writer of the 
prize winning essay. Each week the 
five owners of the oldest washers are 
sent cases of Rinso. Expense of the 
prizes and broadcasting time is halved 
by the distributor and dealers. 

Typical member of the group is 
M. E. Lee proprietor of the Riggs 
Electric Co., 361 South Arlington 
Street. 

“To us, located out where we don't 
get much floor trafic, the value of the 
idea is its worth as a door opener. 
We dash about the neighborhood ask- 
mg, ‘Have you entered the WIW 
radio contest vet ? Chance to win one 
of two prizes. It’s a new story to 
tell about washers and people listen. 
We have handed out 200 cards so 
far. They are marked on the back 
with our name, and of course the 
radio station sends back those that 
belong to us. Since the essay writes 
has to talk about some feature of the 
washer, people have to look the ma 
chine over and naturally gravitate 
into our store. Business is about 10 pe 
cent better than betore the contest.” 

Says Townsend of WJW); “Copy 
consists of 5 minute announcements 
scattered through each day. Each time 
the name of a different dealer is men 
tioned first. 
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Not to be outdone, Akron station 
WADC promptly bought the thirteen 
transcriptions comprising the national 
program being put on by the American 
Washing Machine Manufacturers’ 
Association, sold the idea to six deal 
ers at $20 a month apiece, and went 
on the air the first of September 

“Some twenty-three local stations 
have borrowed the first audition re 
ord the association is offering, J. R 
Bohnen, secretary, states. “They are 
out busy selling local dealers on co 
operative programs. Already eight 
stations have programs going.” 

Transcriptions of the national as 
sociation’s programs are being sold at 
cost, $+ a disc, or $30.42 for thirteen 
records, carrying twenty-six programs 
in all. Applications should be made 
to J. R. Bohnen, secretary, American 
\\ ashing Machine Manufac turers’ As 
sociation, 80 East Jackson Boulevard, 
Chicago. 

Results from the national campaign, 
announced by Mr. Bohnen just before 
Electrical Merchandising went to 
press, may be estimated from the fact 
that 5,600 inquiries for folders have 
been received between August 20 and 
September 13. With each household 
hint folder is mailed a washing ma 
chine piece. 


The following 
sixteen stations have 
been added to the 28 
originally scheduled to 
broadcast the story of 
the home laundry. 
More are being added 
every day: 


WPAY Portsmouth, Ohio 
KLPM Minot, N. D 
WOL Washington, D. C 
WOCL Jamestown, N. Y 
KFBK Sacramento, Cal 
WROK Rockford, III 


KVOS Bellingham, Wash 


WATR Waterbury, Conn 
WTAR Norfolk, Vo 
WTRC Elkhart, Ind 
W4JDX Jackson, Miss 
WNOX Knoxville, Tenn 


WLBZ Bangor, Maine 


WSYB Rutland, Vt 
WKOK Sunbury, Pa 
KGHL Billings, Mont 


To some a radio 
program, to M. E. 
Lee, Riggs Electric, 
Akron, a means of 
opening doors 
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..1IT TOOK A 





TO STOP THIS 


BREA . 
ENDUR’,": 


Forces beyond human c 


trol or mechanical limita 
tions finally stopped the fa 
mous Dexter Defender which 
ran continuously, day and 
night, with a 10°, overloac 
and without lubrication or 
service of any kind, ever 
since April Sth, 1932. Now 
nobody will ever know how 
long this Dexter machine 
might have continued its 
non-stop run. But, DEXTER 
DEALERS have a new en- 
durance record to point to 
convincing proof of Dexter 
durability and dependability 

On July 23rd, 1935, a cy- 
clone threw an 80 ft. stack 
across that part of the Dex- 
ter plant in which the en- 
gineering laboratories are lo- 
cated and smashed this Dex- 
ter Defender which had, up 
to that date, completed three 
years, four months and eigh- 
teen days of continuous op- 
eration the equivalent of 
285 years of service in an 
average home 


1S IT ANY WONDER 
DEXTER DEALERS SELL WASH 


WITH ASSURANCE? 
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FAIRFIELD. IOWA 


wks, 


is the famous Dexter De- 
nder, with improved rust-proof 


Lynite Aluminum, Wringer with 
“flush” release. 


eo 














customers and old prospects. But my 
best bet is my local paper. I get every 
issue (there is only one daily and one 
weekly in our town) and I get every 
other publication that has any local 
news such as the ‘shopping weekly”, 
etc. I study these for two things; first 
new buildings to be built, and changes 
in old structures; secondly, for per- 
sonal items bearing upon my old pros- 
pects and for names of people I want 
to add to my prospect list.” 

Then he showed me his “blue book” 
as he called it. This loose-leaf memo 
book lists prospects by streets, chrono- 
logically, and by names, alphabetical- 
ly. Not only has he the names of peo- 
ple and their addresses, but he lists 
the kind of heating equipment they 
have, its age (where he can get the 
data) whether they own or rent the 
house (and the name of the owner), 
and finally he lists under “remarks” 
personal data about the prospects. 
This bears upon their financial re- 
sponsibility, associations, activities, 
hobbies, etc. If they travel a lot, he 
knows it; if the prospect heads a club, 
or is in politics, for example, it is 
down in the book. He has no trouble 
whatever in approaching his prospects 
on their vulnerable sides—their activi- 
ties, pet hobbies or likes. This data, he 
tells me, comes chiefly from close 
reading of his papers. Thus, not only 
is the newspaper a help in /ocating 
new prospects, but in helping him sell 
them. 

Many times the newsaper records a 
proposed new home or building before 
the building permit is applied for, or 
even before the architect has been con- 
sulted. Many times it records a sale 
or transfer of deed that leads to reno- 
vation or replacement of heating 
equipment. It records marriages and, 
what is better, engagements, all of 
which point the way to possible sales. 
Even certain want ads will furnish 
their information and inspiration to 
the salesman who can see beyond the 
mere print. 

Naturally, the enterprising sales- 
man will endeavor to sell the most 


The Heatine Equipment 


CONTINUED FROM PAGE 3 





important, prominent people first. And 
nothing gives him the “inside dope” 
on prospect prominence as does his 
newspaper. 

Read the local business and social 
pages painstakingly; read the weather 
reports and search out any general 
news bearing upon heating and heat- 
ing equipment. Read the advertising 
pages to see what your competitors 
are saying, including the ubiquitous 
want ads as a check for ‘iouses for 
rent and for sale, equipment for sale, 
and wanted, etc. The press is a mile 
of information that warrants deep and 
continual digging. 


Don’t Ignore Building 
Permit Records 


I’ve heard salesmen decry records 
and reports secured through the usual 
reporting agencies, claiming that by 
the time they get the infort ation the 
prospect has already made up his 
mind, or the architect has made it tor 
him. But I’ve talked with other sales- 
men who welcome such records, claim- 
ing that unless the order is actuall) 
placed they have a chance, and besides 
the report is a check on their other 
sources of information concerning the 
owner or builder. Of course -uch rec 
ords are available to anyone .t, after 
all, what job is placed without some 
competition? When a building per- 
mit is issued it is a foregone conclu- 
sion that a heating plant is going to 
be ordered. Perhaps the salesman pre- 
viously has had a tip on that prospect: 
the records confirm the tip and crys 
tallize the prospect. If he works fast 
and, particularly if he has an “in” 
with architect and builder, he may 
make the sale. Even if he loses that 
sale, contact with that prospect, as is 
listed later on, may develop other leads 
for him. Which is another reason for 
following up every building permit 
record. 


The Salesroom as a 
Source of Leads 

The prime purpose of a good loca 
tion, and display—both in the window 








HONEST, SARG, I'M JUST TRYIN’ OUT DIS WASHER—DEM 
LAUNDRIES IS SO HARD ON ME T'INGS"” 



























































OCTOBER, 1935— ELECTRICAL MERCHANDISING 











gener 
d heat 
ertising 
petitor 
quitou 
ses it 
or Sale 
an 
"EP al 


record 
e€ usi 
hat by 
ion the 
up his 
> if for 
r sales 
, clain 
ctually 
besides 
other 
ng the 
ch res 
t, after 
t some 
g per- 
conclu 
ing to 


ks fast 
* - 
e may 


*s that 


, as Is 
r leads 


on tor 
permit 


1 lox a 


indow 

















PROSPECT 





ind on the floor, is to secure the names 
of prospective purchasers. The shop 
with a good location has the edge on 
the store on the side street. True, not 
very visitor to the salesrooms is a 
prospect. Many are curiosity-hounds. 
But out of the “lookers’’ and “shop- 
pers” develop some class A prospects. 
\ Nassau County (N. Y.) dealer 
makes every effort to sell “around” 
his display rooms. His advertising at- 
tempts to bring ‘em in to the store— 
even the curiosity-hounds. His conten- 
tion is that a child may lead to a sale. 
His men are schooled to bring their 
prospects to the store. He believes that 
the surroundings, the “atmosphere” of 
his shop not only help convert the cu- 
riosity seeker into a prospect (if not 
now, later on) but create a favorable 
impression on the prospect and thus 
turther the salesmen’s work. 


Prospects from 
Other Prospects 


While the enterprising and fore- 
thoughtful salesman is working on a 
prospect, he has ever before him the 
thought of drawing from that pros- 
pect the names of relatives, friends or 
acquaintances who may, in turn, be 
prospects. This is “old stuff” to most 
salesmen. But what is not so old, and 
is all-too-often overlooked is the fact 
that even though he /ose that prospect 
as a customer, if he conduct properly 
he may still develop leads, and sales 
from the same source. In other words, 
the well hasn't gone drv just because 
the sale is lost. It is only because to the 
average salesman a lost sale is a signal 
to cross out that name from the pros- 
pect-list, and forget him. The shrewd 
salesman, however, realizes that many 
prospects feel grateful to the losing 
salesman, and regret the fact that for 
one reason or another they couldn‘t 
give him the business. When such is 
the case, the prospect may be glad to 
furnish that salesman the names of 
prospects. Being a good loser may not 
only keep open that well of prospects, 
but may even make a booster of the 
old prospect, despite the fact that he 
bought from somebody else. There is 
also the possibility that for some rea- 
son or other, the purchaser may not 
be so well satisfied with his equipment, 
or the service that ought to go with 
it; and in this case he may go out of 
the way to help the “good loser” sales- 
man. As a case in point, 1 have in 
mind an architect who built in my 
neighborhood. Knowing several sales- 
men of different types and makes of 
automatic burners and stokers, he got 
proposals from them all. In spite of 
the fact that he was an architect, and 
could be of more than average help to 
any salesman, out of all the repre- 
sentatives who lost out, only one was 
a “good loser” and maintained any- 
thing like a friendly contact with that 
architect. 

The first season with the equipment 
he purchased was enough for my; 
friend to throw out the unit; it had 
given him nothing but trouble. The 
reasons need not concern us. What is 
important is the fact that the “good 
loser” got the replacement order and 
has since closed six sales directly 
through the efforts of this architect. 





NIAGARA FALLS — 
5300 FEET WIDE 





VICTORIA FALLS— 





mes tfi THE 2 BIGGEST 
WATERFALLS IN 
THE WORLD ARE 

ALMOST THE SAME SIZE... 





5700 FEET WIDE 











NEAREST COMPETITOR CIRCULATION 








£ 
OVER 5,500,000 CIRCULATION 











~ hut see how the 2 biggest 


magazines compare! 


N’ OTHER magazine in America offers re- 
tailers as much real selling cooperation as 
does the powerful, big-circulation of The Ameri- 
can Weekly. Think of it. More than 5% million 
families, comprising 22 million people, read its 
interest-filled pages every week — twice as many 
as read any other magazine. 

Here is a publication that moves merchandise 

because its readers, it has been proved, are 
the most responsive buyers in the world . 
people who read advertising — and ACT! 

Products advertised in The American Weekly 
have the strongest support that a manufacturer 
can give them. You always can afford to stock 


and feature such products — it means more sales 
and profits for YOU! 


What The American Weekly is 


The American Weekly, largest magazine in. the 
world, is distributed through 17 great Hearst 
Sunday Newspapers. 

In each of 158 cities, it reaches one out of every 

two families 

In 146 more cities, 40 to 50% of the families 

In an additional 139 cities, 30 to 40% 

In another 171 cities, 20 to W% 

. and, in addition, more than 1,982,000 families 

in thousands of other communities, large and small, 
regularly buy and read The American Weekly. 


THEAMERICAN 


“The National Magazine with Local Influence” 
Main Office: 959 Eighth Avenue, New York City 
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VM“ RINGS UP THE 











with antique ivory bezel or molded antique ivery with with antique ivery bezel or antique ivory case with black Molded black with ivery bezel frame or molded ivery & 
black bezel. Biack case. Retail price $4 95 bezel. Black case. Retail price $3.95 with black bezel frame. Giack case. Retail price . . 5.95 
ivory case, Retail price, $5.50 ” ivory case. Retail price, $4.25 lvery case. Retail price, $6.50 


DEPUTY. Model No. 7F65-B8K4!. Self-starting alarm. Molded biack TEMPO. Models No. 3F61-BK and No. 3FG6I-1. Molded black case ALADDIN, Medel Ne. 7F65-LBKA4LI. Self-starting luminous alarm 





ANNOUNCER, Model No. 7FO!. ttluminated 24-hour alarm. Molded LUXOR, Model No. 4765. Smart new boudoir clock. Sure te be a KITCHENGUIDE, Medel No. 2F03. New wall model for kitehen or 
black with ivwery lacquered front. tituminated by 


Ne. 41 big seller. Mirror front in blue. Numerals etched on bathroom. Moelided plastic with Nicral bezel. in green, 
Mazda miniature lamp. Retail price $8 50 chrome band. Retail price ; $9.95 antique ivory, white or black. Retail price ° « $4.95 
e 


dia he 
CONTROLLA, Model No. 8851. Automatic household timer. An in and original design. Hand- PERRY, Medel No. 4703. B ahogany. polished lacquer case 
@enious device that will sell. Mahegany. walnut finish 


y Geld-bro raised numerals on h background. 
ten weed vertical iniays. Retail price $12 50 Satin silver dial. Retail price » + < , + & $7.95 
> 





ESQUIRE, Medel Ne. 3FO3. A truly smart clock. Vencered waleut AZTEC, Model No 4F63. Gold-finished bezel with bronze lacquered PHARAOH. Model Ne. 4F6i. For desk or mantel. Mahogany cas: 
with geld-finished center Q 


band and bezel. 8% inches back, or chrome-plated bezel with silver lacquered back with vertical side iniays. Polished geid numerals on 
wide. Retail price $6 95 Genuine onyx base. Retail price ‘ $7 95 ° $7 95 
e . o 


gloss black band. Retail price 
Caritien. Model Ne. 7F67. with alarm. $9.95 


e SEND THIS 
COUPON TO YOUR 
DISTRIBUTOR 


CONSORT. Medel Ne. 2F 61 A wery seputar medel. Chrome-piated AIRMAN. Medel Ne. 4F55. Walnut or maple case. Gack foot rest 
case with m= d@ beze! 


in @reen. ivory, white. black, blue Roman numerals etched on chrome band. Retail price 
or red Retail price $4 95 
*. 


Airlarm, same model, with alarm. $9.95. Airiux, onyx $6 75 
. 


case. Retail price, $17.50 


PAGE 18 OCTOBER, 1935 — ELECTRICAL MERCHANDISING 





CURTAIN— 





e Here’s the brightest array of smart, new models that Telechron has ever offered. Each design is made 
to answer a definite need and they’re selling fast. Each clock is a new proof of Telechron’s reputation 
for quality merchandise. Each one is powered with the Telechron self-starting motor, famous for depend- 
ability, accuracy, quietness, and long life. e To speed up the turnover of these new clocks, the Warren 
Telechron Company has prepared a grand array of dealer helps. Get ready for a big selling season! 


95 NATIONAL ADVERTISING 
7 A series of full-page and half-page advertisements will ap- 
: pear in four national publications — The Saturday Evening 
Post, Good Housekeeping, Time and House and Garden. 
Over 17,000,000 messages to consumers. Every one of 
them primed to send customers into your store! Every one 


a solid sales impact! 


WINDOW OR COUNTER DISPLAYS 


Telechron clocks well displayed are “half-sold.” So we’ve 








tehen or 


95 





prepared two handsome new metal display stands. One, 
to feature “Deputy” and “Aladdin,” is available free with 


Ohlechron Pg rer the purchase of six of these sales leaders. The other, to 


LE feature either “‘Kitchenguide” or “Consort,” may also be 


t i as six of thes 1 eks. 
FOR KITCHEN OR BATHROOM WALL had free with the purchase of six of these popular clock 


FREE LITERATURE 


A series of colorful new circulars will be mailed to Telechron dealers at their 
request. These may be used 
for mailing campaigns or bill 


enclosures. Imprint free, if de- 








sired, Also a new consumer cata- 
log. And don’t forget to make 
sure you are on our “Tele- 
chronicle” mailing list. This im- 


portant little magazine contains 





sound, practical selling ideas. 


WARREN TELECHRON COMPANY vnc on. 





ee Se ee ee ee ee ee a ae ee oe 
pantie 0 | a eae 
_— ! TO wee a i ra BE Naa essa Gwen Se re 
95 | a ee aes 5 cgle ceadenneae ee Finish 
| Gentlemen: Please enter our order for the following clocks. Also free : ALARM CLOCK DISPLAYS 
| advertising material, and send me the “Telechronicle” regularly. (Pree with purchase of 6 Deputys or Aladdins, axsorted ) 
mPOE: Deputy ...........Model 7F65, BK & 1 .......Color ........ KITCHEN CLOCK DISPLAYS 
| am eens I ice eg aie ell Model 7F65, LBK & LI ....Color ........ See ee AES LOGS ae OREN EN. GHTNED 
| nine etadl Announcer ........ SSSR awe Ree KE cnaae. — 2 orem FREE CIRCULARS 
{ nae aiee CEE ioe prance ei a Wea ..No. 671 alarms | 
ee Kitchenguide di becia oceies Model 2F0S i Be tn lt nn saa ara Ce 6 kanawes er 672 kitchen models (Check circulars and 
si eterna is (aio a iy ES oc Ci" as a an be ab ee blak aie ele ......No. 673 higher priced models me : 
DT . wanewe GN i ea ands © h'a en TS Ss nad eae a ee eaee eer ......No. 674 household timer (Controlla) quantity Guten) 
{ ewe SP ct Gcb hah eR obee essary eee No. 676 commercial models 
yee IN <c:& Aes. CT so. We Bd le A A pew Wale ke .....+No. 670 general consumer catalog 
| fb a Ne oka Se spas wi or ds Oe ee Ce ob cxee ne 
| éaned a i we ce eco Model 3F61, BK & 1....... ee Name 
" iia ad mkeaekaed I as hile ware dae 66 kéaeee ~~ 
sin IE Sek hp Koo Gea EE os cainiatceaes ew NE is ao aes eel 
| ior bin Pharaoh ...... SUE ck bes ki w ae wee tae Seas oa ws Address 
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UNIVERSAL TABLE SET 


NEW MATCHED DESIGNS 






ELECTRIC APPLIANCES , 





Three new electric appliances, matched in design . . . may be sold as a set, or each 


appliance may be sold as a separate unit .. . but when sold independently every buyer 
of one of these new electric appliances will be a potential buyer for the others — so 


striking is their beauty, so charming their harmony 





E7704 WAFFLE MAKER E7822 AUTOMATIC TOASTER E7560 SANDWICH TOASTER 
Heat indicator shows when grids are at cor Toasts bread to one's taste — light, medium Toasts delicious sandwiches of any thickness 
rect baking temperature. Insulated base pre or dark. Toast rack gently swings itself for and in addition will bake pancakes, fry bacon, 
vents s scorching table or covering. Aluminun ward when bread is toasted and toast is 
grids require no grease. UNIVERSAL quality delivered entirely free from toaster. It can scramble eggs or make perfect toast. Extra 
throughout $7.95 not burn $11.95 grids for woffles $10.95 


ADDITIONAL NEW UNIVERSAL ELECTRIC APPLIANCES 





E7’ D PLA 
E8820 SNACK SET 980 FOOD AN re E7960 SANDWICH TOASTER 
saul Gee ee WARMER | 

utomatic oaster, Tray ive compartment Just the thing for warming plates or keeping A Sandwich toaster that permits dealers to 
glass dish, Maple Cutting Block and Knife food hot during a meal. Convenient, efficient, meet low priced competition with a quality 
for trimming $18.95 modern design $8.95 item. Lustrous chromium $6.95 





LANDERS, FRARY & CLARK .°. New Britain, Connecticut 
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Is OUT 


HEN smart dealers began 

selling $300 radios tor $125, 

back in 1929, unpaid for sets 
began bouncing back on finance 
houses like hail on a tin root. 

This explains, briefly, why finance 
houses unanimously slammed their 
doors in the face of radio finance 
paper, put the industry in the dog 
house from the standpoint of discount- 
ing installment contracts. For six long 
years finance houses have looked on 
radio as a pariah, have shook I-told- 
you-so fingers as the midget seemed 
to be slipping into formula of the 
good time boys and girls, along with 
gin and gasoline. A radio seemed 
about five times as likely to revert 
as any other electric appliance. 

Of course it cannot be said that 
installment houses shunned the society 
of radio alone. Washing machines 
were sufferers in the depression. The 
entire electric appliance business—with 
the exception of refrigerators — oil 
burners and stokers — seemed to be 
running away from the finance 
house’s idea of doing business. Prices 
dropped below $100—the traditional 
minimum—and volume—shrank below 
the traditional $500 a month required. 
To top it off, as inventory values 
melted away like snow, and with 
banks popping like wine bottles the 
country over, “dealer recourse” pa- 
per ceased to mean so much. 

Gradually, however, the finance 
house discovered that in the post boom 
period automobile paper wasn't so hot 
either, and those less than $100 elec- 


OF THE 


By 
Tom F. Blackburn 


Finance Dog House 


trical appliance sales looked mighty 
tempting. Refrigerators and washers 
enabled a family to save money, and 
radio offered the cheapest amusement 
the world had yet seen. For some time 
the finance house has been seeking 
ways and means of climbing down 
from its traditional standards and 
learning how to do business with the 
electrical dealer, whose products seem- 
ed to satisfy a fundamental want. 

Today the corner has been turned 
for radio and washer sales, and before 
long 1 is estimated that all appliance 
paper will be negotiable. One of the 
new type of financing set-ups has been 
created by the Manufacturers Credit 
Service, Inc., of Chicago. Because it 
specializes on appliance financing, and 
deals particularly with small town 
dealers, an analysis of its philosophy 
and methods may be interesting. 


Out-of-luck dealers 

To discover how many of his 
dealers had their feet in the water 
bucket when it came to raising money 
on sales, an appliance manufacturer 
turned over his dealer (other than 
utilities) list to Manufacturers Cred- 
it Service, Inc., for analysis last year. 
Out of 4,752 dealers, it was found— 
1,521 dealers, mostly in towns of 
150,000 up, enjoyed several types 

of financing. 
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2,003 dealers, small in size and lo- 
cated mostly in smaller cities, 
were out of luck, except for per- 
sonal connections locally. 

628 dealers were in precarious fin- 
ancial standing or lacked volume 
to justify a finance hook-up. 

Oddly enough, most of the compe- 
tition by finance houses was for the 
business of the top group, whose mem- 
bers had financed stability, volume, 
and were mostly in cities where direct 
collection methods could best be used. 

There were several reasons why 
the second group—55 per cent of the 
total—lacked adequate financial con- 
nection. Few of them had volume 
enough to turn in $500 worth of pa- 
per at a time, as then required. Their 
net worth in many cases wasn't 
enough to make recourse contracts 
100 per cent sound. Last of all, they 
were in smaller cities, difficult for 
direct collection work as done by most 
finance houses. Except for friends who 
would buy their paper, and one-man 
finance firms, these dealers were large- 
ly out of luck. 

Obviously, if 55 per cent of a 
manufacturers’ dealers could be put 
in a pesition to discount contracts, 
they could sell a much larger volume 
of merchandise. Also, if they didn’t 
have their noses to the cash grindstone, 
they could afford to step up sales to 


higher levels. Much of the popularity 
of midgets has been due to the neces- 
sity of the dealer getting all cash. 

So there came into being last year 
what is called a manufacturer-spon- 
sored finance plan which permits ac- 
credited dealers located in the small- 
est communities to discount their pa- 
per. They make their own collections. 
They can turn in any number of 
contracts. If the total runs less than 
$250, the distributor lumps them with 
the paper of some other small dealer, 
and sends them on. 

Why, you will ask, isn’t such a 
set-up a temptation enough to cause 
the dealer to run hog wild? What 
is to prevent him from flooding the 
neighborhood with appliances, grab 
his money and let the stuff throw back 
on the finance house? It happened 
before, and that is one reason why 
orthodox installment buying firms 
want to do their own collecting, want 
to be close enough to keep an eve on 
the situation. 


A manufacturer-sponsored plan 


The answer lies in the fact that 
this is a manufacturer-sponsored plan. 
Much as the sergeants in the late 
war were able to keep at the heels 
of the privates and hold them in line, 
so are the manufacturers and distrib- 

(Please turn to page 67) 
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HOW A REMARKABLE FINISH CAN 


dete tt dle 


Take advantage of the sales 
opportunity in Du Pont DULUX 


HO CAN SAY ahead of time what par- 
W ene feature in an electrical appli- 
ance will clinch a sale? 

One customer is interested in its operation. 
Another decides to buy because the maker 
has a national reputation. Still another ac- 
cepts or rejects because of price. 

But one feature does make a strong selling 
point to use on everybody. Du Pont DULUX 
finish is a feature that can be made important 
to women and men whether you are selling a 
stove, washing machine, kitchen cabinet sink, 
or toaster. 

The proof of the power of DULUX as a 
competent aid to electric appliance sales is to 
be found in its record as a refrigerator finish. 
Over a two-year period the number of house- 
hold refrigerators finished with DULUX has 
gone well over the million and a half mark. 
The use of DULUX has gone hand in hand 
with increased sales of refrigerators. 

Here quickly are the reasons why you have 
an extra advantage in selling DULU X-finished 


appliances: 


1. Original Beauty 
The White DULUX finish is the whitest white 
you ever saw. Colors are brilliantly beautiful. 
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They are remarkable for their exceptional 
texture, depth and gloss. 


2. Retention of Original 
Appearance 


Whether used indoors or out, DULUX retains 
its original gloss and beauty long after other 
finishes become dull and discolored. 


3. Exceptional Durability 
The hard but flexible and tenacious DULUX 


finish does not easily chip, crack or flake off 
under sharp knocks and blows and surface 
tension. 

The durable film has unusual resistance to 
damage from household oils, greases and 
acids. It can be cleaned and the original 
beauty easily restored. 

DULUX resists moisture and protects 


against corrosion 


DULU 


REG VU. S&S. PAT. OFF 


DU PONT ON THE AIR—Listen to” The Cavalcade of 
America” every Wednesday Evening, 8:00 P.M.,E.S.T, 


over CBS coast-to-coast network. 





THIS BOOKLET TELLS ALL— Du Pont has 
just prepared a new booklet called “Selling Made 
Easier by DULUX.” Copies are FREE to you and 
your salesmen. Just fill out the coupon specify- 
ing how many copies you need, and mail. Send 
it today to E. I. du Pont de Nemours & Co., Inc., 
Finishes Division, Wilmington, Del. 











E. 1. DU PONT DE NEMOURS & CO., INC. 
Finishes Division, Wilmington, Del. 
Gentlemen: I should like —_ —— 
copies of “Selling Made Easier by DULIUX." 


Name 


iciconasnaaece 
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Herbert Chase, M.E. 














What’s In 


struction, heating elements, switches, 
ovens, insulation and surface units of 


the modern electric range. 


a Range! 


Know something about 


the materials that go into finishes, con- 














INE appearance and special fea- 

tures of design are, and _per- 

haps always will be, prime 
factors in the sale of electric ranges. 
Back of these, however, must be 
good construction and good materials 
if satisfactory performance is to be 
assured. Since good materials are im- 
portant, it follows that a knowledge 
of them can and should be used to 
advantage in range selling. If this 
premise be granted,—and it can hard- 
ly be denied—it is evident that those 
engaged in range selling should know 
some facts about the materials from 
which ranges are constructed. If not 
already well informed, they will nat- 
urally inquire, “What are the good 
materials for making ranges?” It is 
the purpose of this article to answer 
this question so far as is feasible in a 
limited space. 

As in the case of refrigerators and 
washers, considered in earlier articles 
of this series, sheet steel is the most 
widely used material employed in 
electric range construction. As all 
steel has some tendency to corrode, 
especially at the temperatures and in 
the moist atmospheres that prevail 
around a kitchen range, high corro- 
sion resistance is desirable in range 
steel. Gjood finishes are great aids in 
preventing corrosion, but best results 
are secured only when the metal it- 
self is so formulated or treated as to 
resist corrosion, for even the best fin- 
ishes are somewhat porous or may be 
broken or worn off, and there are al- 
Ways some surfaces, usually hidden 
ones, which are not finished. 


Steel containing some copper and 
still smaller percentages of molybde- 
num, such as Toncan, and iron which 
is nearly pure and substantially free 
from carbon content, such as Armco 
ingot iron, are quite resistant to cor- 
rosion and make excellent sheet stock 
for range clements, though they re- 
quire finishing for best results. Stain- 
less steel, such as Enduro, Allegheny, 
Armco and Plychrome, among others, 
is still more resistant to corrosion and 
is sometimes used without finish, or 
is simply buffed to a lustrous surface. 
Monel metal, which is largely nickel 
and copper and’ contains very little 
iron, is highly corrosion resistant, 
even at quite high temperatures, and 
is rarely given any finish. It makes 
excellent tops and trimming elements. 

It is quite common practice to make 
range tops and other exposed parts, 
as well as oven linings, from iron or 
steel which are given a porcelain ena- 
mel finish. This is particularly good 
when applied to rust-resistant iron or 
steel. Besides being attractive in ap- 
pearance and easily cleaned, this finish 
is highly resistant to heat. It is, in 
fact, baked at temperatures far above 
those it attains even in range oven lin- 
ings, and so is not affected by the tem- 
peratures existing about a rarge when 
the finish is properly made and ap- 
plied. Properly-made finishes of this 
type do not chip readily or spot and 
are not easily scratched. 

There are some excellent finishes 
that are less expensive than the por- 
celain enamel type, but none that are 
more enduring or more satisfactory 
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when such enamel is given reasonable 
care. Applied finishes including the 
type of enamel made from modern syn- 
thetic resins, among which are Dulux 
and Opex, are less expensive than por- 
celain enamel. If properly made and 
applied they give good service on sur- 
faces which do not attain too high a 
temperature. Types containing an 
aluminum pigment have even been 
used with success on oven interiors, 
for aluminum is one of few pigments 
that withstand rather high tempera- 
tures without discoloring. Other col- 
ors can be used on surfaces which 
do not attain the high temperature of 
oven interiors and are probably second 
only to the more expensive porcelain 
enamels in respect to serviceability 
among the applied finishes commonly 
used. 


ECORATIVE and heat-reflect- 
ing surfaces are often made 
cither from polished stainless steel or 
Monel metal or plated, usually with 
nickel and chromium which are well 
buffed to give a bright finish. As stain- 
less steel and Monel metal take a high 
luster which does not tarnish quickly 
and which can be repolished easily, they 
have some advantage over plated steel, 
since plating sometimes wears or peel 
off. Nevertheless a properly iliaaill 
surface which is plated with a suf- 
ficient thickness of nickel and is then 
given a final coat of chromium, gives 
long service without tarnishing or 
peeling. 
Fittings, such as hardware parts are 
die cast in some cases, and give good 


service if proper alloys, such as Zamak 
zinc or Alcoa aluminum, are selected, 
and a proper finish applied. Zinc al- 
loys are not recommended, as a rule, 
for applications were the temperature 
exceeds 300 deg. F. but are excellent 
up to this temperature and take plat- 
ing and enamel finishes readily. Alum- 
inum withstands higher temperatures 
and holds a polish without plating for 
considerable periods. It can also be 
plated and given other attractive fin- 
ishes, including anodic coatings of un- 
usual brilliance. 

Fittings such as switch handles and 
door handless are frequent! molded 
from such materials as _ Bakelite, 
Durez, Plaskon, Catalin or Bettle and 
are ideal for several reasons. Besides 
being available in black, white and 
many attractive colors (which run 
through the piece and therefore cannot 
wear through in service) such handles 
are poor heat conductors, hence do 
not burn the hand if they become hot. 
They are also good electrical insula- 
tors, have pleasant feel, are easy to 
keep clean and are not easily injured 
or stained by. food, grease or heat. 
They never require refinishing and 
are not easily broken nor chipped. 
Time clock cases and switch parts, as 
well as some minor insulating parts 
also are made to advantage from the 
same materials. 

Heating elements, including the 
resistance wire from which the heat 
is radiated, and the insulators which 
hold them in place, are, of course 
highly important factors in the suc- 


(Please turn to next page) 
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Extra Water Currents 
per Minute 


That's Your Story on Barton Washers 


























@ There are fifteen water breakers or troughs in the @ 
Patented Convoluted Tub — one hundred fourteen 
movements of the Multi-flo agitator past each 
breaker per minute produces seventeen hundred 


ten extra woter currents. 
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HAT'S what takes you out of 

competition with conventional type 
washers, increases your sales and pre- 
serves your profit. 

Peps up your sales organization — 
(margins sufficient to warrant worth 
while commissions). Affords an oppor- 
tunity to present a sales story — differ- 
ent — exclusive — interests every pros- 
pect. And, Bartons cost no more than 
ordinary washers. 

The Barton patented Convoluted Tub 
together with the Multi-flo agitator pro- 
duces a patented water action not avail- 
able in any other washer — (Distinctly 
Exclusive) — Seventeen hundred and 
ten EXTRA water currents. Water cur- 
rents are necessary in order to clean 
clothes — extra water currents mean 
less time. A saving in time — current — 
water—soap—and wear on the clothes. 
A sales presentation that's interesting 
and easily explained or demonstrated 
—one that results in ‘Sure fire” sales 
— at a profit. 


if the Barton franchise is open in your 


town — you will know what to do. THE 
BARTON CORPORATION, West Bend, 
Wis. 








What’s i. 





cess of any electric range. The res- 
istance wire is always an alloy of 
chromium and mickel, which with- 
stands the high temperatures of ser- 
vice with a minimum rate of deterio- 
ration. Alloys termed Chromel, Nich- 
rome, and Tophet are best known 
for these units and have an excellent 
reputation for long service. Such al- 
loys are employed in the well known 
Chromalox, Calrod and Corox metal- 
sheathed units, together with an in- 
sulator, such as magnesium oxide, 
which is also a good conductor of 
heat, between the heating element 
proper and its metal shield. The later 
are best made from a heat-resistant 
alloy, such as Monel metal, stainless 
steel, or some other material in which 
nickel or chromium or both are im- 
portant elements. 

Open-type holders for resistance ele- 
ments are usually made from porce- 
lain ceramic molded to shape. Such 
elements not only need to withstand 
heat without cracking, but should be 
good electrical insulators whether cold 
or hot, because, if they are not, shocks 
when handling cooking utensils may 
result. Means for minimizing waste 
of heat in surface units by radiation 
downward, rather than upward, may 
be either some torm of heat-insulating 
material, such as asbestos, or a re- 
flecting surface such as polished metal. 
Stainless steel or chromium plated re- 
flectors are employed to advantage in 
some types of construction, as these 
metals withstand fairly high temper- 
atures with minimum tarnishing and 
also withstand staining by spilled 
food 





Oven Elements 





Oven heating elements employ, ot 
course, nickel-chromium __ resistance 
units similar to those used in surface 
heaters. In general, they require pro- 
tection against grease and are covered 
by sheet or other metal which, be- 
cause it attains high temperatures and 
is also subject to other corrosive act- 
ion, is best when made from corrosion- 
resistant metals such as have been 
mentioned above. 

Insulation against the escape of heat 
from ovens often involves the use of 
mineral wool or asbestos compositions 
which withstand the fairly high tem- 
peratures involved and are not good 
heat conductors. Loosely-packed ma- 
terials of this kind, having small air 
cells, have certairi advantages, as air, 
when prevented from circulating by 
convection, is a good heat insulator 
and is quite light. Insulators which 
are loosely packed, however, are 
best when so made that they are 
held in position and do not jar 
out of place or pack together so as 
to leave uninsulated areas where air 
can circulate. Since mineral heat in- 
sulators of the type in question absorb 
moisture and then lose insulating 
efficiency, they are best used in such 
a way that they are kept out of con- 
tact with moisture. 

Low “thermal-mass”, that is, low 
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a Range? 





heat-absorbing capacity, such as a light 
and loosely-packed insulation has, is 
also desirable, as it tends to promote 
quick warming of the oven. For the 
same reason, light oven linings, are an 
advantage. The type which is coated 
with porcelain enamel, though excel- 
lent from a standpoint of corrosion re- 
sistance and easy cleaning, is usually 
rather heavy and so does not come up 
to cooking temperature as rapidly as 
lighter metal, especially when the lat- 
ter is polished, or is given a bright fin- 
ish. Such linings, however, should be 
made from corrosion-resistant metal, 
as otherwise corrosion is more than 
likely to result. 





Oven Linings 





One-piece oven linings, or those 
made moisture tight by welding, are 
an advantage in preventing the escape 
of heat and in protecting insulation 
frum moisture and grease. Oven in- 
sulation by aluminum foil, so packed 
as to prevent air circulation, has sev- 
eral advantages over some other 
forms. Its bright surfaces tend to re- 
flect, and thus prevent the passage of 
heat. It is also light in weight and 
absorb little heat. Finally, it does 
not absorb moisture and can be made 
so as to take up comparatively little 
space, thus tending to increase the 
useful oven volume, and, if properly 
applied, does not tend to jar out of 
place. Aluminum oven linings, as dis- 
tinct from insulation, also have ben 
employed to advantage in some elec- 
tric ranges. 

Cast iron parts in conjunction with 
surface heating units may in some 
cases make for slower warming, but 
they also make for convenience in con- 
struction in some instances. Cast iron, 
especially when alloyed with nickel, 
has good corrosion and heat resistance, 
and if made from alloys containing 
some 20 per cent of nickel, and pol- 
ished, it will remain bright, as shown 
in a recent development in which such 
an alloy is used in making bright- 
fimshed frying pans. 

Tests conducted by the Electrical 
Testing Laboratories have shown 
marked adavantages for slow-motion, 
as against snap switches for alternat- 
ing-current ranges. In these, as well 
as in thermostats, pure silver contacts 
are known to have given long life, and 
beryllium-bronze springs have been 
used to adavantage, partly because 
they are better conductors than some 
other spring materials. 

Many of the foregoing may seem 
like minor matters in range construc- 
tion, yet, taken together, they often 
mean the difference between satisfact- 
ory and unsatisfactory range perform- 
ance. Such matters are, in fact, given 
the most careful study by range des- 
igners and producers and are written 
into their specifications. They are, 
therefore, the subject of records and 
can be secured by those in sales de- 
partments who desire to make the 
most of good materials in the market- 
ing of their product. 



















































Kitchen Heater has front feed, 
large ash o. Entire front 
is concealed by the attractive 
porcelain enameled door. 





No. 8540 L2H ELECTRIC 


COMBINATION RANGE WITH 
BUILT-IN KITCHEN HEATER 


A complete electric range, 
with four Airspeed top units, 
automatic ture con- 
trolled oven and return flue 
kitchen heater, built into one 
compact unit for limited 
space—only 34“overall width. 
Having all of the features de- 
manded by the present-day 
housewife it provides, in ad- 
dition, the convenience of the 
built-in kitchen heater for 
quick disposal of kitchen 
trash at all times or for extra 
heat when desired by burning 
coal, wood or coke. Made 
with Backguard (as shown) 
or with High Shelf. Time con- 
trol can be added at any time. 


L&H ELECTRIC AUTOMATIC STORAGE TYPE WATER HEATERS 


Double and single unit. EVERDUR (Copper) or triple galva- 
nized copper bearing steel tank. Capacities from 10 to 120 gal. 





ELECTRIC RANGES 


As a pioneer in electrical manufacturing, 
and originators of many improvements in 
electric range construction, L & H offers 
you a complete line—a range of models 
that enables you to lead your prospects step 
by step to the type and quality of range 
that will give them the greatest and most 
lasting service and satisfaction. 

Every L & H Electric Range, from the 
lowest priced model to the finest, is smartly 
designed, practically arranged, and expertly 
engineered. Lustrous, new porcelain enamel 
finishes, enhanced by sparkling Chrome 
Trim, give them that dash of modern beauty 
which today’s housewife demands. 

Here we illustrate, and describe briefly, 
three staple numbers that are proving to be 
leaders. Write or wire for complete facts 
about the L & H Line. 


The No. 8500 L&H Electric Range 
with Time-a-Ture provides com- 
pletely automatic operation com- 
bined in one unit-Clock: Tempera- 
ture Control, Time Control and 
Time Selector Switch. 





A.J. LINDEMANN & HOVERSON CO. 





MILWAUKEE, WIS. NEW YORK, CHICAGO, SAN FRANCISCO 
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When Hink's department store at Berkeley, Cal., staged an Appliance Festival, they 


kept open at night all week to permit the crowds to watch the appliance demonstrations 


They have o separate appliance store across the street from the main building. 


The week of December 2-7 is to be 
‘Electrical Housewares 
according to an announcement 

Electrical Housewares 
Committee of the Edison Elec- 
tric Institute. Complete promotional 
in connection with the 
S600 display contest, will be supplied 
entral stations, department stores and 
! Promotional material will 
strong Christmas tie-in—one 
of the first times that table appliances 
will have been promoted nationally 


KHOWT as 
Week 


aa the 
plans, for use 


lealers. 


have a 


is Christmas gifts. 

\ major objective of the campaign 
will be the window display, incorpor 
ating the special campaign poster and 
i) interior display of the same nature. 

Cooperating manufacturers include: 
American Electrical Heater, General 
Electric, Hamilton Beach, Knapp 
Monarch, Landers, Frary & Clark, 
\lanning Jowman, Proctor & 


Schwartz, Robeson-Rochester, Swartz- 


baugh, Silex, Waters - Genter and 
\\ estinghor se 
The on trial’ system of selling 


electric ironers was recently tried out 
n Pomona, California over a four- 
week period, with most satisfactory re 
sults. At the call of the Southern 
California Edison Company, five 
manutacturers of ironing equipment 
advertise through their 
dealers in the Pomona district, offer- 
ng ironers on trial for a 10-day peri 
od. Housewives were urged to call 
it the Edison office or at their nearest 
lealers’ to make a comparison of the 
various makes and to select 
in which they were interested 
The 10-day trial offer was considered 
sufficient to a period of two 
week's washing. The limit of 70 ma 
hines out on trial at any time 
was set and maintained by limiting de 
livery until machines in the field were 


igreed to 


the one 
most 


cover 


one 


eturned or contracts signed. Several 
cooperative advertising, 
banner line across 
the page kept the offer 
public. Besides emphasis 
saving 
ind time saving were stressed as ad 


spreads ot 
dominated by a 
the top ot 
the 


m the tree trial offer, labor 


petore 


untages of electric ironers. As a re 
sult of the campaign 40 ironers were 
sold during the four weeks the trial 
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offer was in operation and the period 


closed with 70 out on trial from 
which a number of sales were ex- 
pected. 


A similar on trial offer is now being 
featured in Santa Ana and it is ex- 
pected that this will be carried in suc- 
cession to each of the various districts 
served by the Southern California 
Edison Co. 


Operating companies of the Asso- 
ciated Gas & Electric System and 
cooperating dealers in territories serv- 





ed sold 29,665 electric refrigerators 
during the seven weeks period of the 
annual Associated Refrigeration Jubi- 
lee from May 13th to June 29th, ac- 
cording to the final figures. 

This all time record tops by prac- 
tically 10,000 units the previous his- 
tory making high of 19,786 units sold 
during a similar activity in 1931. 
Electric refrigeration sales for the 
first six months in 1935 exceeded the 
number sold in the entire year of 


1934. 


The 1935 Jubilee record represents 
117% of an electric quota of 25,394 
units. It is estimated that this seven 
weeks activity will be productive of 
approximately $900,000 in annual 
revenue. 

The outstanding feature of the 
1935 Jubilee was the fact that deal- 
ers sold 23,631 units or 80% of the 
total, as compared with 6,034 units 
sold by company sales forces. Obvi- 
ously this was evidence of the close 
co-operation which obtained between 
company and dealers. On a number 
of properties, arrangements were made 
to finance dealer paper through the 
operating company when desired. 


(j;roundwork for preparation and 
promotion of a Handbook of In- 
terior Wiring Design for architects, 
consulting engineers, general and elec- 
trical contractors and others was laid 
at the first meeting of a Joint In- 
dustry Commitee in New York City 
recently. 

Mr. Edward A. Brand of Buffalo 
was chosen permanent chairman at 
the New York City session. Organiza- 
tion of the Joint Industry Committee 
was at the invitation of the Edison 
Electric Institute Sales commitee. 

A second meeting will be held about 
the middle of September. It is ex- 
pected that the work will take all 
winter. 


A. F® Dormeyer Mfg. Com- 
pany, Chicago, IIl., have published 
a financial statement as of August 
31, 1935, showing shipments during 
August, of $56,851.12, and total ship- 
ments for the year so far of $272,- 
414.66, or $35,000.00 in excess of the 
total of last year. This shows a profit 
for the month of $6,600.29, and the 
total profit of the period since Janu- 
ary Ist, 1935, of $19,554.71. 

The report came from A. E. Mer- 
rill, general manager. 





What adequate wiring will do jor 
appiance sales is dramatically brought 
out by the Electric Service League 
of Toronto whose Red Seal wired 
homes started an industry movement. 

Taking 100 Red Seal homes and 
100 non-Red Seal, they found the 
following appliance saturation: 


100 100 
Red Seal Non-Red Seal 
Electric Ranges 98 20 
Refrigerators 86 18 
Washers 79 69 
Cleaners 92 71 
Ironers 11 4 
Water heaters 89 21 
Radios 98 94 
Oil Burners 14 2 
Clocks $4 56 


Members of the National Elec- 
trical Credit Association, includ 
ing both manufacturers and wholesal 
ers in the electrical, radio and automo- 
tive fields, reported an increase in sales 
during July as compared with June, 
with a smaller percentage of outstand- 
ing accounts at the end of the month. 


Beating the lagging sales that usu- 
ally accompany the summer months 
of July and August was duck soup 
to one company — Silex. For July 
they offered a combination coffee- 
maker and tea-maker for the price 


It took a dealer in King 


ston, Jamaica, Stanley 
Motta, to think up this 


trick telephone booth. The 


booth is an exact replica 
of a GE flat top refrig 
erator. 





Cotton Mather was a great Puritan. The present 
day Cotton Mather, second from the left, be 
lieves in frankness. His appliance trucks ore 
labelled ‘‘Furniture Good and Bad"’. They op 
erate in Miomi and Palm Beach. 
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of one; in August they threw in a 
free buffet tray. New packages in- 
troduced the specials and special cam- 
paigns by power companies such as 
those put on by the Union Electric 
Light & Power in St. Louis and the 
Ohio Public Service Company helped 
run up sales to springtime levels. Sales 
this year are running up about three 
times the volume of last year. 


Laramie, Wyo. celebrated June 
with a three-day electrical exposition. 
Two original features of the event 
were the ““ Homemakers’ Highway” of 
household appliances and the “Bridal 
Path”, displaying electrical gifts for 
the June bride. 


The appliance business in northern 
California is definitely up, reports the 
Pacific Gas & Electric Co., and 
credits much of this increase to tie-in 
advertising. Compared with the first 
six months of 1934, refrigerator sales 
are 27 per cent better and washers 
and ironers are up 20 per cent. They 
add that during 1934 and the first 
six months of 1935 a total of 751 
dealer advertisements were published 
alongside of theirs, taking up 10,525 
column inches of space or the equiva- 


When one of those last dust storms swept 
Dodge City, Kansas, a bright fellow in 
the Salvation Army bought a hand cleaner 
(Royal) and found thot it fairly ate up 
the layers. 


lent of 65 full eight column pages. 
In addition to the fall campaign on 
ironers, the company is featuring good 
lighting during September. 


Officials of the Williams Oil-O- 
Matic Heating Corporation state 
that oil burner and water heater sales 
for the first six months of 1935, top 
those of the same 1934 period by 
40%. July 1935 sales bettered the 
July 1934 mark by 70%: August 
1935 to date, gives every indication 
of a 60% increase over August 1934. 

Since the last four months of the 
year are peak months in the oil burner 
industry, accounting for approximate- 
ly 50% of the year’s total business, 
Oil-O-Matic officials anticipate that 
these months for 1935 will show a 
65% increase over the same 1934 
period. 


With a national average of 137 
per cent of quota, including 67 dis- 
tributors topping 100 per cent and 
11 distributors reporting 200 or more 
per cent of quota, the Refrigeration 
Department of the Westinghouse 
Electric & Manufacturing Com- 
pany consider their recently closed 











































national refrigeration sales contest an 
unqualified success. This “Call to 
Colors” contest, enlisting the organ- 
izations of approximately 100 distrib- 
utors all over the country closed Aug- 
ust 10. 

Three distributors, H. E. Saviers & 
Son of Reno, Nevada, the Westing- 
house Electric Supply Company of 
Salt Lake City, Utah, and the Electric 
Supply Distributing Company of San 
Diego, California, attained sales rec- 
ords of more than 300 per cent of 
the pre-determined quota, the H. E. 


ELECTRICAL MERCHANDISING — OCTOBER, 1935 





A serious session of Warren Telechron sales executives at Ashland, Mass: Reading ‘clock 
wise”: W. K. Opdyke (ad mgr.) M. E. Trimble, E. J. Holland, Wm. F. Bigelow, A. W. 
Pingree, Franklin B. Davis, Alvin Fisher, William L. Howell, Harold E. Blackburn, A. A. 
West, C. E. Davis (vice president) A. J. Frank and Gordon Johnston 


COMMER 





at 


Pioneer Oil & Burner Co., Leonard distributors in Ukiah, Cal., staged an ‘Oldest Article’ 
contest and attracted a lot of prospects. Winner was a Continental currency bill of 1776 
There were 385 entries according to W. A. Dear, manager of the company. 


Saviers and Son Company reaching a 
grand total of 378 per cent. 


The highest peak in kilowatt-hour 
sales per average residential customer 
yet reached by companies in the Stan- 
dard Gas & Electric Company 
system was attained during the first 
six months of this year, according to 
W. H. Hodge, vice president and 
manager, sales and advertising de- 
partment, Byllesby Engineering and 
Management Corporation. 

For the first five months of 1935 
companies in the Standard Gas 
system gained 19 kilowatt-hours per 
average domestic customer compared 
with a national gain of six kilowatt- 
hours. Residential kilowatt-hour sales 
per average customer for the year 
ended May 31, 1935, totaled 694, 
this being 57 kilowat-hours more than 
the national average of 637 and 40 
kilowatt-hours more than the average 
for the Standard system for the twelve 
month period ended May 31, 1934. 

Aggressive promotion of load build- 
ing appliances was a strong factor in 
advancing domestic consumption, Mr. 
Hodge stated. Sales of electric and gas 
appliances by all companies in the 


system—excluding two large ones not 
merchandising — for the six months 
ended June 30, 1935, totaled $2,697,- 
971, an increase of 43.8 per cent over 
the sales in the first six months of 
1934. Northern States Power Com- 
pany led in percentage of increase 
with total sales of $1,171,795 or 
101.6 per cent over the same period 
last year. The company sold more 
than 4,000 electric ranges and water 
heaters between Janaury | and June 
30, 1935, and according to Mr. 
Hodge, this is believed to be one of 
the best accomplishments of any com- 
pany in the United States with these 
appliances during that period. North- 
ern States Power Company’s perform- 
ance on electric refrigerators also was 
good, sales reaching a total of 3,247 
units or 1,895 more than were sold 
during the first six months of 1934. 

Other companies in the Standard 
Gas system showing gains in appli- 
ance sales during the first six months 
of the year were San Diego Consoli- 
dated Gas & Electric Company, 61.8 
per cent; The California Oregon 
Power Company, 57.6 per cent; Wis- 
consin Public Service Corporation, 32 
per cent; Mountain States Power 
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CLAUSTROPHOBIA, Says X 


@ Our friend, \. Tracted Calorie, has been 
reading psychology. It was very thrilling, be- 
cause on page 126 he found the name for the 
thing that’s been troubling him and all the 
other calories. 

It's called Claustrophobia. The symptom is 
an overwhelming desire to get out of any 
place that has walls. \. says nobody can 
possibly imagine how eager calories are to 
get out of the walls of an iwe-cube tray. He 
says that every calorie is relieved, no end, 


to find himself in an ice-cube tray of Alcoa 


Nioloy Way VEURVERNEEEY 
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\luminum, because it’s so easy to get out. 

We figure that it would be a great sales 
argument for every dealer to let his prospects 
know just how X. and all the other calories 
feel about Aluminum ice-cube trays. After all, 
what the prospects want is speed and, of 
course, the economy that goes with it. Why 
not explain to all your prospects that ice-cube 
trays of Aleoa Aluminum make cubes faster 
because they relieve calories’ claustrophobia. 
ALUMINUM COMPANY OF AMERICA, 1860 Gulf 


Building, Pittsburgh, Pa. 


THE FIRST DUTY OF TRAYS 1S TO FREEZE FAST - ECONOMICALLY 











Company, 24.2 per cent; and Phila- 
delphia Company (Pittsburgh) 5.9 
per cent. These increases were all 
for the first six months of 1935 over 
the same period in 1934. 

Of the principal electric load build- 
ing appliances, unit sales by all com 
panies during the first six months 
totaled 6,696 refrigerators, 4,205 
ranges and 2,648 water heaters. Dea 
els in the territory served by Okla- 
homa Gas and Electric Company 
(non-merchandising) sold 8,476. re- 
frigerators during the period, this be- 
ing 1,292 more than the number sold 
last year in the corresponding six 
months. 

In June and July more than +) 
air conditioning installations were 
made at Pittsburgh, including beauty 
shops, restaurants, offices, stores and 
residences. The Mellon National 
Bank in Pittsburgh contracted for 
equipment to air condition its entire 
bank building, involving an additional 
connected load of 495 kilovolt-am- 
peres. In the territory served ‘by Ok- 
lahoma Gas and Electric Company, 
load added through air conditioning 
in the first six months of 1935 was 
nearly equal to that added during the 
entire year of 1934. Air conditioning 
exhibits were held in Pittsburgh and 
in Oklahoma City in June and July. 
Considerable business of this kind was 
added in Louisville. 


The Bryant Electric Company 
has placed on the market a new and 
radically different material for sur- 
face extension wiring in already-wired 
buildings. The new material, trade- 
named “AddHere’”, is listed and label- 
led by Underwriters Laboratories, 
Inc. and recognized by the National 
Electric Code for circuit extensions 
made from an existing outlet and 
confined to the room in which they 
originate. It offers a really practical 
and feasible solution to a long-stand- 
ing problem in the electrical industry 
—the problem of adding outlets in al- 
ready wired buildings with an ap- 
proved material which is inconspicu- 
ous, can be installed without cutting 
walls or marring woodwork. 

Most important to the electrical 
trade are the sales policies set up by 
the Bryant Electric Company for the 
distribution of its new material. Add- 
Here Wiring will be distributed 
through electrical jobbers who are 
Bryant distributors, and sold only to 
licensed electrical contractors for in- 
stallation by them. It will not be 
available through retail stores of any 
kind, nor can it be purchased and 
installed by the amateur electrician. 

The basic element is a flexible rub- 
ber “raceway” through which wires 
are carried in two separate channels 
and which can be cut away or slit 
at any point to expose the wires for 
installing an outlet. Permanent con- 
nection is made to an existing recep- 
tacle and the raceway is then cement- 
ed to the building wall, usually just 
above the baseboard. The installer 
simply applies this cement to a length 
of raceway and sticks it to the wall. 

Once the raceway is in place, out- 
lets can be provided at any point by 
installing specially designed duplex re- 
ceptacles. If the installation is plan- 
ned to run completely around the 
room, new outlets can be added at 
any future time, wherever desired by 
the owner or tenant. 
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Perhaps the outstanding feature of 
Bryant’s “AddHere” is a “pendant” 
which is designed to be hung from the 
picture molding. pendant, re- 
sembling a bell-pull, is of colored 
fabrics and carries concealed, insulated 
wires down to a three-way conven 
ience outlet. The point, of course, is 
to put electrical outlets at any height 
on sidewalls, without the necessity of 
making a fixed, permanent installa- 
tion of a receptacle. 

To install the unique pendant out- 
lets, the raceway is carried up in a 
corner and run around the room 
either above or below the picture 
molding. Wherever desired, the cir- 
cuit can then be “tapped” and a pen- 
dant outlet dropped to any convenient 
position on the side wall. By an in- 
genious method of exposing the con- 
ductors and making the “tap-off”’, in- 
sulation is not destroyed at the point 
where the pendant is installed. It can 
be relocated by the electrical contrac- 
tor at any time. 


An Everhot Cooker and a 30-piece 
dish set were offered by the S. J. 
McCormick Co. of Portland, Ore. 
with every refrigerator sold during 
the first week in September. Special 
prices were offered on a jobber-close- 
out of Fairbanks-Morse boxes at the 
same time. 


Sale of electric refrigerators in- 
creased 81 per cent over the first six 
months of last year in the territory 
of the Southern California Edison 
Company, according to W. L. Frost. 
Radios did almost as well, with an 
increase in numbers of 6,531 over last 
year. Washing machines ranked third, 
with 3,610 more of them sold in the 
first six months of 1935 over those 
in the corresponding period of 1934. 
Other electric appliances also showed 
substantial gains. 


Elaborate plans for the Ist Inter- 
national Housewares Show to be 
held at the Merchandise Mart Jan. 
6 to 18 were announced recently by 
T. J. Reed, general manager of the 
Mart at a meeting with representa- 
tives of 105 leading housewares manu- 
facturers. 

“The Merchandise Mart in making 
preparations for this show believes 
that the next decade will see many 
changes in the type of merchandise 
sold in the homefurnishings divisions 
of department stores,” said Mr. Reed. 

“We believe that household equip- 
ment such as complete air-condition- 
ing units for either a single room or 
an entire dwelling will be sold 
through department stores generally 
within the next five years. We also 
believe that the department stores of 
the country will be the logical retail 
outlets for the sale of pre-fabricated 
homes and that it will be entirely 
possible for the consumer to walk into 
a store and purchase an entire home, 
completely furnished, equipped with 
air conditioning, or a humidifying 
system and erected on his own lot at 
a given price. 

“With this in mind, we are build- 
ing a great scientific and educational 
exposition for the Ist International 
Housewares Show in the Merchandise 
Mart in January. 





That's the Reason... 


Porcelain Enamel 
is FLINT-HARD 


It is the 1550° F.—the white hot 
heat that would quickly destroy 
anything organic — that makes 
porcelain enamel as “hard as flint.” 






But being inorganic (a mineral sub- 
stance) porcelain enamel is fused right onto its 
base metal by this intense heat—made to be- 
come almost an integral part of the metal itself. 


And that’s not only why porcelain enamel is 
as hard as the steel it finishes—but why it is the 
ideal, lifetime finish for so many household 
appliances. 





When you have sold an appliance that is 
finished in porcelain enamel, you can rest as- 
sured the finish will be there as long as your 
customer lives—spotlessly clean and exactly 
the same as the day you wrote up the sales 
order. 


Feature the porcelain enamel finish on your 
appliances. It will help you sell the higher- 
priced, longer-profit units. Porcelain enamel 
will return you longer profits not only with the 
first sale but all other sales that come through 
satished customers. 


EDUCATIONAL BUREAU 
Clearing House for Sales and Technical Information 
PORCELAIN ENAMEL INSTITUTE, Inc. 
612 North Michigan Avenue 
CHICAGO 
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WARMS UP KITCHENS... 














ethis compact 
mew Estate with 
FULL-SIZE 
KITCHEN HEATER 


Ss‘ A WOMAN this compact, modern Estate—and watch its beauty, 
its fit-in-small-space compactness make a big hit. But show her 
the full-size, circulating heater (for coal, wood or coke*) that Estate 
magicians have tucked into this fine electric range — and the sale’s as 
good as made. Especially if you explain to her why the Estate “bal- 
anced-heat” oven with its simple monotype control (setting the tem- 
perature control also turns on the oven heat) means perfect baking 
every There’s plenty of sell-power in that 1800-watt broiler, 


too, and the high-speed top units. It’s the perfect range for the pros- 


time 


pect who wants coal-range warmth and electric-range convenience. 


* A range burner for oil can be easily installed 


1S Wa IS 


ELECTRIC RANGES 


Made by THE ESTATE STOVE CO. © HAMILTON. OHIO 





ESTATE INVENTED AND OWNS “‘BALANCED-HEAT” OVEN CONSTRUCTION 
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(j;00pD Credit 


y” Hk writer has ebserved and 
passed through two distinct 
cycles in appliance _ selling. 

There were those optimistic and in- 

toxicating days of 1927 to 1930 when 

the chief idea of everyone connected 
with the appliance field seemed to be 
volume and volume alone, with the 
resultant high percentage of dealer 
casualties, due to unwise credit exten- 
sions. This era might well be termed 
the cycle of; “Too much volume.” 

There was that equally hectic 
period from 1930 to 1933 when few 
dealers could secure sufficient volume 
to meet overhead, regardless of how 
conservative the overhead might be. 
Dealers were able to hold credit losses 
to a minimum on the business secured 
but lack of volume prevented showing 
a profit. This was the cycle of ; “Too 
limited volume.” 

During the past few years and ex- 
tending into the present many, other- 
wise honest persons have found them- 
selves in a position where reduced in- 
come has prevented them from making 
good on old debts and obligations, but 
strangely it has not prevented them 
from making new commitments and 
purchases. The majority of credit 
losses have been sustained by mer- 
chants who sold commodities that have 
long since been consumed or worn 
out. This left nothing tangible to re- 
possess or upon which to levy. Na- 
turally these people became rated as 
“slow” and “doubtful” accounts. 

It is agreed that many individuals 
have not been particularly conscient- 
ious about liquidating these old ac- 
counts and debts. Many have looked 
upon them as paying for a “Dead 
Horse.” 

While it sounds like a paradox, still 
experience teaches us that a dealer is 
far more likely to accumulate poor 
credit risks in good times than in 
economically poor times. When times 
appear to be good the average man 
does not hesitate to obligate himself 
for a long time contract, but in times 
such as we are now experiencing the 
ordinary man considers carefully any 
long time obligation. With so many 
other places for his dollars he does not 
make a substantial down payment on 
any article unless he feels reasonably 
sure he will be able to go through 
with the transaction. Thus many 
dealers are too cautious at the wrong 
time. 

We have long contended that many 
dealers suffer profit losses by not be- 
ing able or willing to distinguish be- 
tween good and poor credit risks. We 
mean this in reverse English for in 
many instances it is not the accounts 
the dealers accept, but on the contrary 
the ones they decline that actually 
causes the greatest loss. They feel 
they are conservative and playing safe 
while kicking profits out the back 
door and that door is marked “Con- 
tracts Rejected.” 

In a city of 170,000 population a 
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By Verne Martin 
Regional Manage 
Maytag Sales Corporation, Salem, Ohn 


nationally advertised sweeper is met 
chandised through two principal out 
lets. One is a large Hardware Store, 
reputed to be the largest between New 
York and Chicago. The other outlet 
is one of the leading Department 
stores of the city. Both outlets are 
amply financed and aggressively man 
aged. The sweepers are sold in the 
usual manner through the medium of 
outside salesmen, commissions being 
paid in accordance with the factory 
policy direct from Manufacturer. 

The contracts are submitted to the 
dealers by their respective salesmen 
and the credit departments pass upon 
the credit. The word of the credit 
Manager is absolute and final and 
when a contract is rejected there is no 
appeal. In practically every instance 
the acceptance or rejection is based 
upon information furnished by the 
local credit bureau. 

While I have the utmost admira 
tion for the efficiency of credit bureaus 
and feel they can be of much service 
on reporting dead beats, still they 
often fail miserably in giving correct 
credit information on those border 
line accounts. 

Prompted by complaints from the 
commission salesmen the Manuta 
turer’s representative began to feel 
that the percentage of rejections was 
excessively high and that many desir- 
able accounts were being lost for his 
Company. 

As a test this representative sub 
mitted ten rejected contracts to a loca! 
appliance dealer, who had successfully 
brought his business through ten years 
of storm, and asked that a personal 
check be made to ascertain the actual 
conditions in the ten homes repre 
sented. 

The credit Manager for this ap 
pliance dealer made personal visits to 
the homes. He first ascertained 
whether or not the sweeper had beer 
sold under pressure; whether both 
husband and wife wished to keep the 
sweeper. He then inquired into 
PRESENT financial conditions of 
the purchasers. He did not concern 
himself with what had happened dur- 
ing the past three or four years, but 
endeavored to satisfy himself that the 
customer had been inclined to pay 
when he had money and that present 
earnings would permit of and war- 
rant the purchase. 

The customer was told very frank 
ly that his credit had been refused by 
another store. The credit manager 
who in addition to being good on 
credits is also an excellent salesman 
stressed that in addition to the fact 
that the sweeper was a splendid value 
that it would also be well worth the 
$5.00 per month (the amount of 
monthly payments) to reinstate their 
credit and rehabilitate themselves as 
desirable credit risks. He impressed 
upon them that the time might come 
when it would be worth much to be 
able to refer to a business organiza 
tion in the citv and be sure that a 
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Risk 


itistactory credit reterence would be 
en. 

Qf the first ten contracts submitted 
ux were accepted. This first transac- 
rion took place fifteen months ago and 

nce that time one hundred seven con 
tracts have been accepted out of a 
total of one hundred eighty three sub- 
nitted. At the present time seventy- 
six contracts are in process ot collec- 
rion, many of them with low bal- 
inces, which means that a total of 
thirty-one have been paid in full. Of 
the seventy-six contracts in the file, 
but nine have payments more than ten 
lays past due, the vast majority being 
n current condition. Four sweepers 
vere repossessed but these reposses- 
sions were made within the time 
imits prescribed by the Manufac- 
turer, hence the only loss to the dealer 
was the anticipated profits on these 
four sales. 

An entirely untorseen by-product 
that has developed from this business 
s the fact that several other major 
appliances have been sold to those who 
have paid out on sweepers. The rea- 
son for this is very obvious as the cus 
tomers know it is the only place in the 
ity where they have established cre- 
dit, hence this appliance dealer will be- 
come the permanent buying place for 
any major appliance these people may 
purchase. 

The net profit on this sweeper busi- 
ness, secured without a cent of addi- 
tional overhead has practically taken 
care of the salary of the credit man- 
ager. 

While this specific situation is not 
to be construed as a sweeping indict- 
ment of all credit managers, yet it is 
quite apparent that many of them are 
taking the position that where there 
s a shadow of a doubt that the only 
safe answer is “NO”. They undoubt- 
edly go before their store manager at 
the close of the year and proudly ex- 
hibit a statement showing a minimum 
of credit losses, when as a matter of 
tact their real losses are those invisible 
ones caused by business declined. 

One wonders if some of these credit 
managers might not take a page from 
the philosophy of a basketball coach 
tor whom we once played. When 
sending us into a game his parting in- 
junction was; “Now boys anyone who 
does not play aggressively enough to 
commit a few fouls is not good enough 
to warrant remaining in the game for 
long."” You may question his sports- 
manship, but his attitude was cer- 
tainly conducive to “Turning on the 
Power.” 

If all dealers will assume a more 
understanding attitude, secure first 
hand and unbiased information and 
have a little more faith in the present 
paying ability and inclination to pay 
of potential customers, millions of dol- 
lars can easily and sately be added to 
appliance sales volume during the next 
few years. 

After all a “good account’ is the 
one who pays YOU. 





FROM FARM WASHER BUSINESS 


No Market — No Money — Service! These so-called 
goblins of the farm washer business don’t exist in the 
minds of live dealers. This is particularly true with 
those dealers selling washers equipped with the famous 
Briggs & Stratton 4-cycle Gasoline Motors. 


There is a big market .. . Over 80% of farm homes 
have no electricity. Most of these are prospects. 


Farmers have money...Crops are better and prices higher 
and farm buying is best in years. 


Service . . . There is no service problem when farm 
washers are Briggs & Stratton equipped. These motors 
are time-tested — a half million in use on farms — and 
backed by years of experience building stationary air- 
cooled, 4-cycle motors. 


Sa.es and profit records tell the story. Farm washer 
sales for the first seven months were 53% ahead of last 
year and increasing each month. It is significant that 
washers, Briggs & Stratton equipped, are getting the 
lion’s share of this new business, because these motors 
are known everywhere as the worlds’ best washer motor. 


Aggressive dealers are showing Mrs. Farmer 
that city folks with electric washers have 
nothing on the farm women with their de- 
pendable, easy-starting Briggs & Stratton 
motors to take hard work out of wash day. 


Be sure to get your share of this profitable 
farm business. It's extra business that you 
can’t get with your electric washers and 
you can have it if you will go after it. 


BRIGGS & ST \TTC ORP., Milwaukee 
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iS ts the town 
that in 
troduced bottled beer to Ame! 
Old Gusta Busch took pity on 
strange the 
np. He 


net ave 


it or not 


foannng 


tat fron 

produced bottled bee 

guessed bette 
' 

ited the sec 


ret pl aces of the 


\l 
that 


son ething 


; 


wanted t had never dreamed of 
may ned how 
bottles look on 
is a connection between Mi 
Harold 5S 
kink, St 


domyg 


People had never nice 


i row ort bee ce 

Lhere 
Busch's kind act and what 
Woodard ot VV oodard xX 
lo . electru il 


wie 


dealers, are 
ustomne! eve 
asked 


I sumply saw 


rinut that no « 


} ; 
rushing mito our store and 


or air cond 
fellows 


umd higured att 


imiomnyg 
a lot ot nopping their brows 
' , ld if] 
ondimtioning would hil 
The 


nor 


dow i 


Louis in Sun 


i long telt wa sun bears 
kind ot hard here 
t 


ner tune ne saul 


1 $2 Word Defined 

“But Mi Woodard queried 
correspondent “Werent vo 

by a big $2 word like air con 
Didn't all this talk 
compressors, heat reflection, and po 
befuddle How 
a graduate ot a Kansas cow col 


set 
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tentials you ¢ could 
you 
lege ever expected to hypnotize your 
prospects if you couldn't sling the lan 
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“As I was telling you, 
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low Moppiniy his brow and in his shirt 


resumed 
“when | saw a tel 
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That's all there is to air conditioning.’ 
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market tor something to cool hin 


With this condition fixed in mind, 

t is the Woodard & Fink policy to 
approach a prospect and 

1. Sell him an air conditioning job, 

if possible, costing up to $2,500. 
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who look after their ailments and want 
to live smoothly. On our first call we 
ask the custom- 
er it he can afford something that will 
prolong his lite. It takes a half dozen 
calls to close a deal, and the health or 
comfort angle with these older people 
does the trick 

Next to prospects over YU years old, 
owners who bought Electric Refrig- 
erators between 1925 to 1928 are best, 
Woodard were high 
priced boxes, and went into well-to-do 
homes. They are ready to do a little 
more pioneering. While Woodard & 
Kink try 


ditionng 


classify our prospects 


finds Those 


to sell “Six Point” air con- 
the firm is ready to accept 


Dusiness on anything. 


Attic fan demonstrations 
During the summer evenings attic 
tans were placed on trailer and hauled 
the bracket 


prospects. Hooked up and pointed out 


out to homes of lower 
the back doors, the fans gave samples 
ot the possibilities of attic cooling. 

‘Two situations in the air condition- 
ing field finds Harry Woodard dub- 
ious. He isn't so hot on commercial 
jobs, on account of the credit standing 
ot most prospects. “We feel that most 
ot them want to pay out of earnings, 
and we can’t take a chance on several 
thousand dollars liability for a $300 
profit,” he Second, he believes 
the recent drop in radio and refrig- 
recent for the 
good ot air conditioning. “People fell 
lowe! prices are coming, and inclined 
to hold off, regardless of how much 
they want it.’ 

Woodard & Fink, needless to say, 
a good neighborhood in St. 
Louis west side. The firm sells Frig- 
stoker, and a 
complete line appliances, except radio. 
Two men put in part time on air 
conditioning. The store has a “bung- 
alow” inside which is air conditioned 
and used to sample prospects. 


Says. 


erator prices are too 


are i 


idaires, Economic al 


Why St. Louis has no lemons 

The story of air conditioning in St. 
Louis would not be complete without 
mentioning E. A. Freund, industrial 
development engineer, and his men 
from the Union Electric Light & 
Power Company. It is said that St. 
Louis has not a single “lemon” in 
stallation. The thanks must go to 
these engineers who work purely in an 
advisory capacity. 

“It works this way,” Harry 
Woodard relates. “We were figuring 
on a job and another outfit cut away 
down to the grass roots. They frankly 
planned on using a smaller unit. | 
suggested to the prospect that he have 
the Union Electric Light & Power 
Company—which does not. sell air 
conditioning what was 


out 


higure up 


to $2,500 


CUSTOMER 


Here's the last 
word in air con- 
ditioning— 
ready to sam- 
ple the $650 to 
$2500 customer 


>sO3U 


$150 
CUSTOMER 


lf the prospect 
can't afford 
more than $150, 
this attic fan 
will cool him off 


$15 
CUSTOMER 


Seiia plain 
fan rather than 
nothing aft all 
It will give the 
prospect a 
breeze at jeast 


wOUODARI)) AN 


cseee...\ 


needed. Their report convinced the 
prospect, and as a result he got an 
adequate installation.” 

Union Electric Light & Power is 
letting St. Louis people know that a 
room cooler can be run for from $12 
to $25 a season. This answers the as- 
sumption that air conditioning is ex- 
pensive. 

“Dealers must plant a few air con- 
ditioning jobs among their customers 
and get acceptance,” says Mr. Freund. 
“Business is growing on this basis. 
There have been three times as many 
sales this year as last. In 1934 there 
were 70 residential and 83 office jobs. 


AN \ 


Up to January 1, 1934, the town had 
128 residential and 70 office jobs all 
told. A great deal depends on how the 
dealer acts in this business. Frigidaire 
at present is the only firm working 
through dealers. Westinghouse distri- 
butes through Arthur E. Lindburg 
Co., Kelvinator through Witte-Kel- 
vinator, G. E. through Midwest Air 
Conditioning Co., York through 
James & Co., Chrysler through Web- 
er Air Temp Corp., Strang through 
Electrol, Inc. What channels these 
distributors will build up is uncertain 
—and it is up to the electrical dealer 
to hop in if he wants to get his slice.” 
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Many precision tests are made on every part of every General Electric Washer. But 
the final test is its operation under load — doing the job it was built to do — 
washing clothes. Because that’s the test it must undergo in the home! 


This test, in which every machine is filled with hot water and clothes and operated 
continuously for a long period, exemplifies the painstaking care with which G-E 
Washers are manufactured at the Bridgeport plant of General Electric. 


That’s just one of the reasons why G-E Washers are quieter — wash more quickly 
and better — appeal to thousands of women as the best, quickest and most con- 
venient electric Washer. 


And that’s why hundreds of G-E Home Laundry Equipment Dealers find selling 
G-E Washers is easy and profitable. 


A complete line-up of promotion helps and sales aids keeps G-E Home Laundry 
Equipment Dealers in the merchandising front rank. The “Spotlight Campaign,” 
now in its final month, was one of the most successful selling campaigns in his- 
tory. Send the coupon for full details on how G-E helps you to make money. 





The American Washing Machine Manufacturers’ Association 
is helping you to sell. Be sure to tie in with its broadcast of 
“Helpful Harry” — ask your local radio station manager. 
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HOME LAUNDRY EQUIPMENT 
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MODEL AW-25—A strikingly handsome washer with 
Deluxe “One-control” wringer, new type ACTIVA- 
TOR, temperature indicator, pump, and foot contruls. 


MAIL THIS COUPON NOW! 
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Bermingham, Al. 
Phoenix, Ariz 

Tuc om Arw 
Sacramento, Cal 
San Jose, Cal 

Los Angeles, Cal 
Yuba City, Cal 
Denver, Col 
Hamden, Conr 
Waterbury, Conn 
New Haven, Conn 
Washington, D. ¢ 
lampa, Fla 

St. Perershburg. ble 
Jacksonville, Fla 
Miami, Fla 
Orlando, Fla 
Lakeland, Fl. 
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Air Conditione 
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KNOW 
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science of better living will spread to tamilte 


of moderate ncomes, and it marks a mike 


stone in the progress of home building. The 





country is beginning to realize that simply to 
build more traditional type houses is not a 
modern objective. Homes of the “New Amer- 
ican” type which offer a new standard of com- 
fort, health and livableness, must be shown 
and demonstrated to create the desire which 
alone can bring an extensive revival in the 
building field 


Some Cities where “New American” homes will be open in October 


Atlanta. Ga 


Athens, Ga 


Topeka, Kansas Saule Ste. Marie, Mich Chatham, N. J 


WestchesterCa..N-Y. Cincmnati, Obso 








Macon, Ga 


Savannah, Ga 


Augueta, Ga 
Wheaton, Ill 
Chicago, Il 
Aurora, Il 
Peorsa, Il 
Springheld, I) 
Jacksonville, Il) 
Fr Wayne, Ind 
South Bend. Ind 
Davenport, lowa 
Des Moines, lows 
Dubuque. lows 
Lowsville, Ky 


Hays, Kansas 


New Orleans, La 
Baton Rouge, La 
Shreveport, La 
Lake Charles, La 
Covington, La 
Baltumore, Md 
Gardner, Mass 
Boston, Mass 
Marblehead, Mass 
Lyan, Mass 
Worcester, Mass 
Lynanheld, Mass 
Pontnac, Mich 
Kalamazoo, Mich 
Detrowt, Mach 
Grand Rapids, Mich 
Flint, Mich 


Se. Paul, Minn 
Jackson, Miss 
Gulfport, Miss 
Meridian, Miss 
Cormth, Miss 
Columbus. Miss 
Kansas City, Mo 
St. Louis, Mo 
Omaha, Neb 
Reno, Nevada 
Derry, N. H 


«Manchester, N. H 


Haledon, N. J 
Bound Brook. N | 
Paterson, N. | 
Westheld, N. | 
Allendale, N | 
Short Hills, N. J 


Clifton, N. J 
Auburn, N.Y 
Saranac Lake, N.Y 
Plartsburg. N. Y 
Rochester, N.Y 
Syracuse, N.Y 
Fulton, N.Y 
Binghamron, N.Y 
Buffalo, N.Y 
Niagara Falls, N.Y 
Albany. N.Y 

Troy, N. Y 
Gloversville, N.Y 
Kings Co. N. Y 
Nassau Co.. N.Y 
Queens Co, N.Y 
Richmond Co., N.¥ 
Rockland Co., N.Y 


Wellsville, N. Y 
Schenectady, N.Y 
East Aurora, N. Y 
Oneonta, N.Y 
Utica, N.Y 
Cleveland, Ohvw 
Dayton, Obi 
Columbus, Ohio 
Alliance, Ohio 
Akron, Ohne 
Canton, Ohio 
Portsmouth, Ohw 
Fremont, Oho 
Tiffin, Ohw 
Findlay, Obvo 
Seeuben ville, Oh 
E. Liverpool, Oh 


Toledo, Ohio 
Hamilton, Ohvw 
Portland, Oregon 
Charlotte, N.C 
Winston Salem, N.C 
Burlington, N.C 
Reading, Pa 
Pittsburgh, Pa 
Washington, Pa 
Philadelphia, Pa 
Bradford, Pa 
Williamsport, Pa. 
Providence, R. | 
Columbia, S$. C 
Charleston, S.C. 
Greenville, 5. C 
Spartanburg, 5. C 


Memphis, Tenn 
Nashville, Tenn 
Houston, Texas 

El Paso, Texas 

San Antonio, Texas 
Fort Worth, Texas 
Dallas, Texas 
Austin, Texas 
Corpus Christi, Texas 
Sale Lake City, Urab 
Rutland, Vt 
Burlington, Vr. 
Richmond, Va 
Spokane, Wash. 
Fairmont, W. Va 
Clarksburg, W. Va 
Parkersburg, W. Va 
Milwaukee, Wis. 















THE RUBBISH ROOM BECOMES THE RUMPUS ROOM. ‘ic cellar 
has become respectable in the “ New American” home—thanks to the cleanliness and 
quiet of G-E Automatic Heat and Air Conditioning, and to adequate G-E lighting. 
















COOK BECOMES LADY in this G-E Cinderella Kitchen. The dishes 
are washed electrically, a food mixer takes the place of hand-stirring and beating, 
the electric refrigerator keeps the food, and an electric range cooks and roasts it. 


as 

od NO “BLUE MONDAY” HERE. This laundry has a G-E electric wash 
ing machine, troner and tron, and in some cases even a G-E. electric clothes drver. 4 

mas woman can remain cheerful at her work in a laundry like this, because the hara 

tah labor is done automatically. 


and see what it means to you 


as an electrical dealer! 


E seem to be at a turning point in house design. 


The ‘“‘New American” home is an indication of 
the way the tide is turning. Not only are houses being 
laid out better than they used to be, but electric kitchens, 
automatic heat, air conditioning, electric laundries are 


becoming as much standard equipment in a house as 


are the bathrooms. 


What that means to electrical dealers, we don’t have 


to tell you. Nor do we have to tell you that new home 


construction has started again. We can explain that the 
‘‘New American” Demonstration Homes have done their 
part in getting things moving. In the “Question and 


Answer”’ section on these pages you will find the answers 


Question: What is meant by a “New Ameri- 


can” home? 


Answer: The “New American” home is built 
to live in as well as to look at—one in which 
the inside, where the family /ives, is planned 
before the outside is designed. As such, it 
features modern, health-promoting and 
labor-saving equipment, maximum use of 
available space, and quality construction 
throughout. In short, it is a home in which 
to live and bring up children in comfort 
and good health, with the greatest possible 
leisure and the least possible labor and 
expense. 


Question: 1s General Electric building these 


“New American” homes? 


Answer: No. G-E and G-E dealers have 
cooperated locally in every possible way 
with builders and contractors (in addition 
to national advertising). But the houses are 
built and sold by leading local builders in 
each community, and can be financed under 


the F.H.A. plan 


Question: Where did the “New American” 


home originate? 


Answer: It is an outgrowth of the nation- 
wide G-E Architectural Competition held 
last spring—a competition which 9,700 ar- 
chitects entered. 


Question: Does “New American” mean a 
single type of house design? So-called “‘Mod- 
ern,” for example? 


Answer: No. Some “New American” homes 
may be Colonial on the outside, others 
English, others Georgian or any other archi 
tectural type—even ‘‘Modern.” But all of 


toa lot of questions you probably have about these homes. 


Questions and Answers 


them have one thing in common—they are 
the most livable houses of their size that 
have ever been built. 


Question: Must a “New American” home 
contain G-E equipment? 


Answer: Yes. 


Question: Are the electrical specifications of 
these houses checked by General Electric? 


Answer: Yes. 


Question: What G-E Electrical Equipment 
must the houses contain? 


Answer: Basic equipment such as automatic 
heat, air conditioning, electric laundry, all 
electric kitchen, wiring and lighting. 


Question: How many “New American’ 
homes are being built this year? 


Answer: To date more than 300 are under 
construction. Some are already open for 


inspection. 


Question: Will the ““New American” home 
be advertised nationally? 


Answer: This fall, G-E is using 16 maga 
zines to tell the public the ““New American” 
story. G-E dealers will use local newspapers 
extensively. Never before has General Elec 

tric concentrated so much advertising in 
any single month on one campaign. 


Question: If any further questions arise, 
whom should I address? 


Answer: ““New American” Demonstration 
Home Dept., General Electric Company, 
570 Lexington Avenue, New York City. 
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PRESENTS TWO NEW PROFIT LEADERS 


A Mixer that “Walks” 


It follows you all around the 


RS kitchen 
























\ 


This new, distinctive Portable Mixer, the latest revela- 
tion of General Electric Engineers, is already making 
history. 


Light and well balanced, it is easy to use anywhere in 
the kitchen. Large and small sure-grip white bowls 
come as standard equipment. Double 
beaters, designed to contour of mixing 
bowls, assure complete mixing. 


Three distinct speeds, provide the pro- 
per speed for every mixing job. All 
speeds controlled right at the handle. 
Juice extracting set for an additional 


$2.75. 


Other accessories — speed reduction 
unit, food chopper, slicer and shredder, 
grater, knife sharpener, buffer and 
drink mixing set — at slight additional 
cost. 


A Toaster that “Talks” 


Sentry light tells when toast 
is done 





This new Hotpointer Fully Automatic Toaster is 
loaded with exclusive features: 

1. Bell chimes when toast is done! 

2. Hotpointer sentry light glows when toaster 


3. Fully automatic — turns off by itself! 








4. Toast stays hot without burning! 


5. Toasts two slices, both sides, at the same 
time! 


Makes whatever kind of toast you like best! 


=“ @ 


Makes Melba toast to perfection! 
8. Operates quietly! 


Finished in glistening Chromeplate. Terminals deft- 
ly concealed. Supplied with approved cord with 
miniature appliance plug and G-E Ided rubb 
attachment plug. 





Hotpointer Buffet Service with Fully Au- 
tomatic Toaster $21.00. Hotpointer Semi- 
automatic Toaster $6.95; with Buffet 
Service $11.95. 


Your General Electric Hotpoint Distribu- 
tor has these new appliances in stock. For 
more appliance sales and bigger profits — 
place your order with him NOW. 


GENERAL@ELECTRIC Hythoin{ 


MERCHANDISE DEPARTMENT. GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONNECTICUT 
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Sells Home 
Power Plants 


ELLING electric light powe: 

plants (Delco-Light) has proved 
a profitable side-line for Emanaker 
Electric Co., Plymouth, Ind. 

For 17 out of the 27 years George 
Emanaker, proprietor, has been in the 
electrical business he has been selling 
his neighbors Delco-Light. Last fall 
he became distributor for five India- 
na counties for Delco-Light products. 
Once a power plant has been installed 
it is possible to follow up the sale 
with sales of washers, ironers or re- 
frigerators and ranges. Emanaker 
Electric Co. is in a position to handle 
all requirements of a home. 

During the years he has been one 
of Plymouth’s leading electrical deal- 
ers Mr. Emanaker has sold 350 pow- 
er plants in his home county and per- 
haps 450 in all, including surround- 
ing territory. “It’s hard, straight sell- 
ing,” he said. “Nothing spectacular. 
But once a power plant is installed 

users can pump water, wash 
clothes and iron by electricity. There’s 
no beating it for convenience.” 

Most of the sales of power plants 
have been in rural districts to which 
power lines do not reach, Mr. Ema- 
naker said, although some of the com- 
pany’s sales have been in direct com- 
petition to power lines. Many farmers 
prefer their own lighting plants to the 
power company lines and oil stations 
will occasionally buy a portable light 
plant when they could more easily 
plug in on eleccric lines, Mr. Ema- 
naker reports. A saving in operating 
cost usually is offered as the reason, 
he said. 

Prospects for power plants come 
from store traffic and from neighbors 
of persons having them, Mr. Ema- 
naker said. The company has a light, 
attractive trailer on which a power 
plant can be mounted and when a 
prospect shows sufficient interest the 
trailer is hauled to a farm and build- 
ings are lighted up for three or four 
days, with the portable plant provid- 
ing the power. Such a demonstration 
seldom fails to sell a plant, he said. 

It is possible to canvass to sell light 
plants just as it is to sell washers or 
sweepers, Mr. Emanaker said. His 
company canvasses and also advertises 
in local newspapers. One man is in 
the field on full time contacting farm- 
ers and following up leads. Other 
Delco products, such as gas compres- 
sors and water systems are sold in 
addition to light plants. 

A complete service division is main- 
tained at the store, making it possible 
for farmers to get rapid repairs on 
power plants if something goes wrong. 
The service department also handles 
washer and refrigerator repairs, and 
serves as a feeder to the construction 
division of the company. 

“Rural buyers think first of price,” 
Mr. Emanaker said, “and then they 
think of quality. They want durable 
equipment and we try to give them 
the best there is. We know that in 
order to sell other electrical appli- 
ances power plants must first be sold, 
so we concentrate perhaps more 
heavily than other dealers on power 
plant sales.” 
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Small Town 
SALES 


UNE retail sales in small towns 

went sky-rocketing to a 38 per 

cent increase over June, 1934, 
and for the first six months of this 
year a 23 per cent increase over the 
corresponding period of 1934 was re- 
ported by the U. S. Department of 
Commerce. 

We wonder if the small town elec- 
trical dealer is aware of this small town 
and rural buying. Dividing the small 
town and city markets at 10,000 pop- 
ulation, as does the government, we 
find that there are 64 million people 
in communities of less than 10,000 pop- 
ulation, or 52 per cent of all the people 
in the United States. An analysis of 
35 states shows that more than 50 
per cent of the people in'each of these 
states live in communities of less than 
10,000. Let us look at the small town 
market on the basis of counties. There 
are 3,073 counties in the United 
States, 79 per cent of which, or 2,444, 
have no town greater than 10,000 
population. 

Has this vast small town market 
any money to spend? If people can 
afford to buy new cars, they can 
certainly afford to buy electrical mer- 
chandise or any other product sold 
for the home. The Household Mag- 
azine made an analysis of 1933-1934 
new car sales figures supplied by R. 
L. Polk and here are the interesting 
findings: The increase in 1934 over 
1933 of new car sales in the 2,444 
counties having no towns over 10,000 
was 367,746 or 37 per cent. The in- 
crease in the 629 big city counties was 
only 255,437. The other day the 
Northwest Radio, Refrigeration and 
Appliance Association issued a report 
from a survey made in the Minne- 
apolis-St. Paul area. According to the 
report electric refrigerator sales in the 
entire area were up 18 per cent the first 
six months of this year compared with 
the corresponding period af last year. 
However, the findings also disclosed 
that sales made by the country dealers 
in this area increased 48 per cent—rep- 
resenting, obviously, much larger in- 
crease than those made by the city 
dealers. 

A study of sales figures the past 
few years discloses an electrical appli- 
ance saturation trend in metropolitan 
centers. With only 93 cities having a 
population of more than 100,000, it 
can be readily seen that the primary 
markets and sales opportunities of to- 
day and tomorrow are in the small 
town population brackets. Here’s a 
town of 1,000 population—Hampton, 
Ga.—a prosperous, thriving town . . . 
only one of the many in this country. 
The Crosley dealer in this town sold 
169 electric refrigerators in 1934. It is 
in towns like these where saturation 
for electrical refrigerators and all elec- 
tric appliances, for that matter, is a 
long way off. 

You probably know the extent to 
which your own town is electrified. 
Families in small towns exceed 8,500,- 
000, and 5,900,000 or 69 per cent 
have their homes wired for electricity. 

Small town America is well electri- 
fied. And small town families have the 
money to buy electrical appliances. 


“That’s the 
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HAT’S the word that’s going 

‘round wherever big, successful 
dealers get together. For Whiting is 
the first manufacturer that put the 
stoker into the domestic appliance field 
—where dealers and distributors op- 
erate in a big way and want every 


hore for a prospect. 


The stoker is no longer a slow-selling 
specialty. You should see the Whiting 
plant these days. It's a race to keep up 
with the demand. For the Whiting 
Stoker not only challenges oil and gas, 
but has proved that it can also capture 


the much greater “hand-fired” market. 


In advertising and merchandising, 
Whiting is also the first stoker maker 
with a modern, domestic appliance 
plan. No wonder the ace distributors 
of the country are lined up with Whit- 
ing. And the most successful dealers, 
too—the dealers who know that profits 
depend on volume. 


Your next great market is here! Don’t 
let the other fellow grab it! Telegraph 
or write us for name of your Whiting 
Distributor. Get the facts—one of the 
greatest money-making opportunities 
of this generation! Address Whiting 
Corp., 15606 S. Halsted St, Harvey 
(A Chicago Suburb), II. 


6-POINT SUPERIORITY: 
(1) Exelusive Whiting Gas Eliminator. (2) Low Hopper. 


(3) Five-Speed Drive. (4) Masterstat Control. 
(S) Dual Draft Burner. (6)Soundly Engineered. 
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YOUR NEXT GREAT MARKET 


- WHITING STOKER 


Underfeed Stoker Division, WHITING CORPORATION, 
15606 S. Halsted St., Harvey, Ill. 


We are dealers........im....... distributors 
Send the facts regarding the Whiting Stoker. 
ee ees : 

Ga hice kev eidie.s Gdemateas STATE 


. ONLY Stoker 


aes Appliance 
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Dealer Education 


Depression economies have frequently inaugu 
rated a vicious circle by themselves injuring 
business and thus leading to further economies. 
In spite of this well recognized fact, they have 
frequently been necessary. But with the lifting 
»t the cloud of the past tew years it 1s important 
to check up on some of these unforeseen results 
und to remedy the situation wherever possible. 
For instance less frequent calls upon dealers upon 
the part of manufacturer's and distributors sales- 
men have left the retailer in many cases without 
real knowledge of the merchandise he was selling. 

Attention was called to this situation by recent 
experiences of the Electric Appliance Society of 
Northern California, which found, according to 
a report of one of their field directors, that much 
of the inertia of dealers was due to this lack of 
close contact with the vitalizing forces of manu- 
facturer and jobber. These centers of distribution 
were putting out new equipment and offering et- 
fective sales directions and helps, but without the 
necessary personal contact the dealer was to a 
large extent unaware of the possibilities of the 
lines he carried. In many cases country dealers 
ordered almost entirely by mail. Too frequently 
the merchandise, once it arrived, was merely al- 
lowed to sit on the floor of the store. When co- 
operative displays of dealer appliances were asked 
for power company offices, it was found that 
often the retailer was left without reserve stock 
in his own store. 

In California a remedy has been found in 
direct field work on the part of the industry 
supported Electrical Appliance Society. The very 
satisfactory response achieved indicates that power 
companies, distributors and manufacti rers else 
where can do much to break the bottle neck 
which checks the How of merchandise by again 
resuming contact in some way with the man who 
actually does the selling. 


Recovery Is Permanent 


Recovery trom depression would have been 
much more rapid if we could have believed it 
permanent. Uncertainty was the factor which held 
us back 
back. 
long while. No use in quoting statistics—they have 
been published a thousand times—but business men 
have feared, and many still fear, to believe in their 


which is still holding many businesses 
Times have been pretty good for quite a 


good tortune. ‘My sales are up, I am adding to 
personnel, | am making money right now—but 
you never can tell,” is about the way these execu- 


tives express if. 


What we need for complete recovery is not 
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more business but more confidence in the business 
we've got. Confidence woud reduce chiseling, be- 
cause the confident seller does not cringe to the 
chiseling buyer—he goes next door for his order. 

We believe that, by and across, our industry 
has hit a normal level. Progress trom now on ts 
not emergence trom depression by advancement 
toward boom. A lot of us are still paying tor dead 
horses, but we are paving tor them out of profits 
we are making today. With surcease from wild- 
eyed legislation and calamity newspapers, recovery 
is here and is permanent. 


Don’t Know How 


We attended a meeting of electrical merchants 
in the middle west. As so often happens, the talk 
turned to prices and courtesy discounts and trade- 
in allowances and loss leaders and things like that. 

Finally up rose a young fellow who ran a smail 
electrical shop on the side street of an outlying 
shopping center. He had come to the meeting in 
a very swanky demonstration truck and his ap- 
pearance exuded prosperity. 

“The trouble with youze fellers is,’ he said, 
and he looked squarely at the three leading mer- 
chants of the town, “the trouble with youze fel- 
lers is that you don’t know how to take a profit.” 

We commend that remark to all of our readers. 


Catching Up With 
Grandpa 


Conversations with a number of department 
store merchandise managers reveal that, in their 
opinion, the use of table appliances now indicates 
“living in the modern, sophisticated manner’”’. 

Omigawd! 

\side trom a quite wonderful development in 
resistance metal and a few refinements in remov- 
ing clumsiness and substituting style, today’s table 
appliances were all in use in the intimate family 
apartments of Queen Victoria. Thirty years ago 
the writer of these lines enjoyed breakfast coffee, 
atternoon tea and suppers of Welsh rarebit “in 
The kids of 
today are just catching up with grandpa. 

The point we would make is that table appli- 
ances are about as standard as knives and forks. 
We should treat them as matter of course, not as 
novelties. Table appliances will sell better when 
tolk realize that they are something which in- 
evitably belong to the well equipped home and are 
not merely the insignia of gin-flavored sophisti- 
cation. 


the modern, sophisticated manner”. 












Unidentified? 
To the Editor: 

In your August, 1935, issue of Electrical Mer- 
chandising, you had a picture showing Nort 
Sampson in charge of Gj-E Radio, and P. kK. 
Mathias, Radio Sales Merchandise Department, 
and the fellow in the center marked as “un 
identified.” 

We are pleased to advise his name is Myles 
R. Watkins, better known as the “wolf of the 
North,” as he has travelled through the Adiron- 
dacks since 1917 and is one of the finest jobbing 
salesmen in the industry. 

We are calling this to your attention because 
we believe a fellow with the reputation he has, 
should be known nationally and we would ap- 
preciate it, in your next issue, if you would give 
him a little publicity. 

J. A. HUGHEs, 
Langdon & Hughes Electric Co., 
229-233 Elizabeth Street, 
Utica, N.Y. 


Ranges in Schools 
To the Editor: 

| am enclosing a letter from our Superinten- 
dent of Schools which | thought might be of in- 
terest to your readers. We have just completed 
a transaction with the School City of Richmond, 
Indiana, whereby we now have six new electric 
ranges for use in the demonstration laboratory 
of the Home Economics Department of the Se- 
nior. High School. 

Our Home Service Department has just com- 
pleted the revamping of the entire laboratory 
and when the pupils come back this Fall, they 
will find a well equipped, all Electric Home Eco- 
nomics laboratory to work in. We feel that this 
is quite an accomplishment along educational lines 
in the use of Electric ranges, and for that reason 
thought you would be interested in knowing 
about it. 

It is the desire of the Superintendent of Schools 
to rearrange the Junior High Schools’ cooking 
laboratories in the same manner, and we feel that 
it is worthwhile to note that the Superintendent 
of Schools is thoroughly modern in thought when 
it comes to equipping the Home Economics De- 
partments with the newest, most modern, type 
of Electric Cookery. 

EpytHe FE. Moore, 
Hlome Service Director, 
The Municipal Electric Lighting 
and Power Plant, 
Richmond, Indiana. 


Gentlemen: 

I want to acknowledge your letter of July 19 
confirming the arrangements for the sale of elec 
tric ranges to the School City by the four dealers. 
Purchase orders have been mailed today to the 
Richmond Electric Company, Paul Minor, Breit- 
haupt Electric Company and Erbse Electric Store 
in accordance with the specifications outlined in 
your letter. | am enclosing, herewith, a copy of 
the letter being sent with each purchase order. 

I am informing Mr. Whisler that everything 
is now clear in regard to the purchase and in- 
stallation of the six ranges and asking him to go 
ahead with Mr. Tucker immediately in the mat- 
ter of wiring and installation. 

I wish to express our sincere appreciation of 
the very fine cooperation on the part of the Light 
Plant and I hope you will not only have satis- 
faction in making the remodeling of the home 
economics laboratory at Morton possible, but find 
it possible to be proud of the results we should 
obtain with the new equipment. 

WituaM G. Bare, 
Superintendent of Schools. 
Richmond, Indiana. 
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ILE Science of Seeing has created an immediate 
T market for new portable lamps...especially I.E. 5S. 
Better Sight Lamps .. . equivalent to the total of 
all the portable lamps now in use, and approximately 
five times greater than the annual replacement mark- 
et. The profit in this new market will come to those 
stores whose lamp sales people completely under- 
stand the principles of the Science of Seeing com- 
bined with a practical knowledge of how to sell in 


the lamp department. 


To enable each retail sales person to sell more effect- 
ively and to return a bigger profit on portable lamp 
sales, General Electric has cooperated with LaSalle 
Extension University in preparing a Retail Sales 


Training program. 


This training program, completed after months of 
field study of effective methods used on retail sales 
floors, teaches not only the principles of the Science 
of Seeing and its application in the Better Light- 
Better Sight movement, but more important, the 
Science of Salesmanship. It is not merely a corres- 
pondence course . .. it is a complete Sales Training 
Course, covering home study, group classes, and 


actual sales practice. 


Additional information on this profit-packed train- 
ing program may be obtained from your local electric 
service company, your General Electric lamp sales 
division, or the Sales Training Section of the Incan- 
descent Lamp Department of General Electric Com- 


pany, Nela Park, Cleveland, Ohio. 
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Feature higher wattage 
MAZDA lamps and sell more 
of them this fall 


IN your Fall merchandising activities, be 


sure to feature the higher wattage Edison 
Mazpa lamps... especially the 75, 100, 
and 150-watt sizes and also Mazpa Three- 
Lite lamps. Here's why: 

The entire electrical industry is launching a 
concentrated campaign on I. E. 5. Better 
Sight Lamps right now. These lamps are 
made to take the higher wattage bulbs. 
Accelerated by intensive advertising in mag- 
azines, newspapers, radio, poster boards, and 
direct mail, sales of new 1.E.S. Better Sight 
Lamps within the next few months will reach 
new highs. That means more sales of higher 
wattage Edison Mazpa lamps for your store 
.-. and bigger profits for you. Be sure you 


are well stocked with these lamps for prompt 
and profitable lamp sales. 


















GENERAL ELECTRIC PRESENTS 
3 NEW MAZDA 
CHRISTMAS TREE LAMPS 


Bic News fos holiday business! General 
Electric presents three brand new Mazo 
lamps for Christmas trees! 


The electric candle’ 
lamp is a new product 
Clear bulbs fitted ints 
colored cardboard candles 

ist price 5 cents each 





‘Luminous candles" are 
candle-shaped bulbs 
red, orange. green, blue 
and white List price 10 
cents each 





* Multiple Christmas tree 
lamps" are made in the 
familiar cone shape bull, 
Especially designed for 
multiple circuits if one 
lamp burns out the rest 
keep on burning. List 
price 10 cents edch 





These lamps will be nationally advertised 
in 4-color advertisements... AMERICANS 
WEEKLY, December 8; satTuRbay 
EVENING Post, December 14; and 
LiBeRtyY, December 21, with a com 
bined circulation of approximately 
10,000,000! Order now ... see your jobber 
for further details 


EDISON MAZDA LAMPS 


GENERAL & ELECTRIC 
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Ales /rsilions of the Mout 





S. V. Alltmont has been 
made manager of Kelvina- 
tor's new Electric Range Di- 
vision (See Kelvinator) 


Leonard 


\ppointment of Paul D. Sowell as 
ulvertising and sales promotion man- 
the Leonard Refrigerator 
Company was announced today by > 
C. Mitchell, director of advertising 
and sales promotion for the corpora- 
tion. 

\Ir. Sowell entered the electric re- 
trigeration industry in 1928 as a retail 
salesman for the company’s distributor 
it Little Rock, Arkansas. He served 
that company as supervisor, 
wholesale salesman and sales manager. 

In February, 1934, Mr. Sowell 
joined the Leonard Refrigerator Com- 
pany in the sales promotion depart- 
ment. Later he was made assistant to 


iger of 


sales 


\Ir. Mitchell, who was advertising 
ind sales promotion manager tor Leon- 
urd until recently when he was ad- 


anced to his present position. 


One Minute 


\Ir. J. E. Alexander, newly ap- 
pointed (jeneral Sales Manager for 
the One Minute Washer Company, 
issumed his duties September Ist. 

\MIr. Alexander has had an unusu- 
ally broad and sales and 
merchandising experience. For nine 
years he was connected with the May- 
tag Company in various parts of the 
country. His last assignment was in 
the New York Metropolitan area for 
\lavtag. 


successful 


ABC 

William H.  Kinsall, 
treasurer of the Peoria Advertising 
Club and former automobile editor ot 
the Peoria Star, has been appointed 
assistant advertising manager of Al- 
torter Bros. Co., Peoria, maker of 
ABC household washers and ironers. 


Rembrandt Lamp Corp. 


The Rembrandt Lamp Corpora- 
tion of Chicago has established a sep- 
urate Public Utilities Division in 
charge of Charles O. Nyquist, for 
eighteen years connected with the 
Miller Company, Meriden, Conn. 

The new central station division 
has developed a special line of I.E.S. 
lamps to be sold exclusively to utili- 


ties. A\Iy Nyquist’s headquarters will 
be in Chicago. The announcement was 
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secretary-- 


Paul D. Sowell is the new 
advertising and sales pro- 
motion manager for Leon- 
ard (See Leonard) 


made by Murray R. Lewis, vice pres- 
ident. 


Colorado Electric League 

John A. Baker, well known to the 
electrical industry of Colorado, re- 
turns to his former position as full 
time field representative for the Elec- 
trical League of Colorado. For the 
past two years he has been connected 
with the electrical appliance depart- 
ment of the Public Service Company 
of Colorado. 


Conlon 

Appointment of Robert Frankston 
as vice-president in charge of sales is 
announced by Walter J. Conlon, 
president of the Conlon Corporation, 
Chicago, maker of household washers 
and ironers. He formerly was general 
sales manager of the Boss Washing 
Machine Company, Cincinnati. 


P. C. Electrical Association 

F. O. Delson, vice- president and 
general manager of The Southern 
Sierras Power Co., Riverside, Calif., 
was elected president of the Pacific 
Coast Electric Association for the ad- 
ministrative year 1935-36 at the an- 
nual meeting of that organization 
held in San Francisco, June 20. At 
a meeting of the board of directors fol- 
lowing the annual meeting, R. M. 
Alvord, San Francisco district man- 
ager of the General Electric Co., and 
Harry L. Harper, Pacific Coast man- 
ager of Graybar Electric Co., Inc., 
were elected vice-presidents and N. R. 
Sutherland, Pacific Gas and Electric 
Co., was elected treasurer. 


H. K. Glasby 

H. K. Glasby, formerly manager 
of the electrical department for the 
Schwabacher-Frey Co. of San Fran- 
cisco, becomes department manager 
for electrical appliances for the City 
of Paris, of x city. Mr. Glasby 
has been president for the past two 
years of the San Francisco unit of 
the Electrical Appliance Society of 
Northern California. 


Vancouver Electric Club 
Robert Hedley, sales manager, Ne- 
on Products of Western Canada, 
Vancouver, B. C., was recently elect- 


J. E. Alexander has been 
appointed sales manager 
of One Minute Washer 
Company (See One Minute) 


ed president of the Vancouver Elec- 
tric Club. John Priestman, assistant 
secretary of the Electrical Service 
League of British Columbia was ap- 
pointed as vice-president, with F. 
Crosby, Northern Electric Co., as 
secretary, and John Taylor, B. C. 
Electric Railway Co., merchandising 
division as treasurer. All four officials. 


Woodrow 


E. J. Romans who has been with 
the One Minute Company for eleven 
years and prior to that with the May- 
tag Company, has joined the Wood- 
row Washer Company, Oskaloosa, 
la., as direct factory representative. 
The announcement was made by 
Charles Eveland, President and gen- 
eral manager of the company. 


G. N. Hoffman 


For many years merchandise man- 
ager of the Denver, Salt Lake City 
and El Paso districts of the Graybar 
Electric Company, George N. Hoff- 
man has recently opened an office in 
Denver, merchandising appliances in 
Colorado, Wyoming, Utah, New 
Mexico and western Nebraska. His 
address is the Merchandise Mart. 


Kelvinator 


Appointment of Vance C. Wood- 
cox, former director of advertising 
and sales promotion for Kelvinator 
Corporation, to head the Detroit of- 
fice now being established by Geyer, 
Cornell and Newell, Inc., New York, 
to handle the Kelvinator account, was 
announced here by H. W. Newell, 
vice president of the agency. 

In making the announcement, Mr. 
Newell said that by obtaining the ser- 
vices of Mr. Woodcox, who recently 
resigned from Kelvinator to go with 
Montgomery, Ward & Co., the agency 
now has virtually completed its pro- 
gram for handling the Kelvinator ad- 
vertising campaign. 


Home Economics 

Miss Eva McPherson has been ap- 
pointed head of the Home Economics 
department and the Kelvin Kitchen 
of Kelvinator Corporation, it was an- 
nounced today by S. C. Mitchell, di- 
rector of advertising and sales promo- 
tion of the Corporation. She succeeds 





Miss Eva McPherson is the 
new director of home eco- 
nomics for Kelvinator (See 
Kelvinator) 


Miss Polly Peacock who has resigned. 

Since September, 1931, Miss Mc- 
Pherson has been a traveling repre- 
sentative of Kelvinator’s Home Eco- 
nomics department, working with dis- 
tributors and dealers in developing 
sales promotion plans, conducting 
cooking schools and food store dem 
onstrations. 


Kelvinator Ranges 

Effective October 1, S. V. Allt- 
mont, manager of the Liquid Cooling 
department, becomes manager of the 
newly formed Electric Range division 
of Kelvinator Corporation, it has been 
announced by H. W. Burritt, vice 
president in charge of sales. 

In making the announcement, Mr. 
Burritt said: “For the past year, we 
have marketed the Kelvinator Electric 
Range through our own branches and 
a few of our distributors. We with- 
held any intensive effort toward range 
sales until such time as we could 
determine, first, that the product was 
right, and, second, what future place 
Kelvinator might have in this market. 

“We have reached the point where 
we feel confident of the excellence of 
our product, and we are ready to 
launch an educational, sales promotion 
and advertising program.” 


General Electric 

J. G. Gaines, has been appointed 
manager of the Southwestern district 
of the specialty appliance department 
of General Electric Company. An- 
nouncement to this effect has just been 
made by A. M. Sweeney, sales manag- 
er of the department. 

Gaines has been connected with the 
department's central station division 
here. His first employment was with 
the Public Service Company of North- 
ern Illinois. Later he joined the Hur- 
ley Machine Company and from there 
came with the refrigeration depart- 
ment of the General Electric Com- 
pany, six years ago. 


Westinghouse 

The appointment of Miss Hannah 
E. McEwen to the staff of Range 
Home Economists has been announc- 
ed by Reese Mills, Manager of the 
Range and Water Heater Depart- 
ment of the Westinghouse Electric 
& Manufacturing Company. Miss 
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F. J. Wessner is the new 
general sales manager 
of National Union Ra- 
dio Corp. (See National 
Union) 


\IicEwen takes up her duties imme- 
diately, assisting in the work at the 
Westinghouse Home of Tomorrow 
Institute and in the Kitchens of the 
company laboratories. 


Keystone Appliance Co. 

Louis H. Miller, for the past year 
and a half vice president in charge of 
sales for Electrical Housekeeping, 
Inc., has been named president of the 
Keystone Appliance Company at Har- 
risburg, Pa., distributors of General 
Electric Products in that territory. 

Prior to coming to Cleveland Mr. 
Miller was general salesmanager of 
the Sterling & Thompson Company, 
Louisville, Ky. 


Rex Cole, Inc. 

Miss Nell M. Snavely, formerly 
home service director for R. Cooper, 
Jr., Inc., General Electric home ap- 
pliance distributor in Chicago, has 
joined Rex Cole, Inc., in a similar 
capacity, according to E. H. Campbell, 
sales promotion manager. “The recent 
reduction: in’ residential rates for 
electricity in the City of New York, 
opens this market for the sale of elec- 
tric ranges,” Mr. Campbell declared. 


National Union Radio 

S. W. Muldowny, Chairman of the 
Board of National Union Radio 
Corporation of New York, announced 
recently the appointment of Mr. F. J. 
Wessner as General Sales Manager 
to succeed H. A. Hutchins, who has re- 
signed to enter the advertising field. 


Wilbur B. Driver 

Wilbur B. Driver Company, New- 
ark, New Jersey, manufacturers of 
Tophet, Cupron and other resistance 
alloys announces that Mr. Erich Fetz 
has joined its metallurgicai staff as 
research metallurgist. Mr. Fetz has 
had extended metallurgical experience 
in this country and abroad. 


Northwest E L & P Association 

Kk. M. Robinson, president of the 
Ihaho Power Co. becomes president 
of the Northwest‘ Electric Light and 
Power Association for the year 1935- 
36, succeeding L. R. Coffin, vice presi- 
dent of the Puget Sound Power & 
Light Co. 
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With ‘Exclusive Model” Sales Plans 
and \ndividuality of Product... 


Let PROCTOR provide your 


COMPLETE OUTFIT | 


for small appliance selling ¢@ 











Procior’s “Fall Opening”... announced last month 
and continuing through October... has struck a 
new style note in small appliance selling. Dealers 
everywhere are having their siores measured 
and fitted for “Exclusive Models” by Proctor. Cut 
along practical lines to fit the special requirements 





_ 


A SMART ACCESSORY 
for your fall ensemble 





Handsomely fashioned in black and 
chrome ..a striking setting for Proctor 
appliances! By directing attention to 
the line as a whole, this permanent 
display piece pays big dividends 
for the little floor space if requires. 








of your store, one of these custom-made sales 
plans can and will do a real selling job for you! 

To complete your “smart ensemble” for fall, back 
your selling with a known line of appliances that 
offers more than the accepted features of beauty 
and dependability. Rich in the sales appeal of 
exclusive, wanted features, Proctor products have 
individuality that will appeal to your customers. 
And priced in the class of quality merchandise, 
these appliances insure for you a greater dollar 
volume than any other standard line. 

Write today for details of our “Exclusive Model” 
sales plan and if your jobber can’t supply the full 
Proctor line, send along his name and address 
at the same time. Proctor & Schwartz Electric 
Company, 7th & Tabor Road, Philadelphia. Pa. 


PROCTOR 
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* “Stunting” 
Waffle Irons 


OW the waffle iron, demonstrat 

ing something besides waffles 
takes on an entirely new interest to 
passing traffic is pointed out by Mary 
Meade of the Chicago Tribune. Its 
quick baking capacities can be em 
ployed on several toothsome items 
she declares. 

Baking powder biscuits: 2 cups 
bread flour, 4 tsp. baking powder, 1 
tsp. salt, 4 tbs. shortening, % cup 
water, 2 cup evaporated milk. 

Butterscotch refrigerator cookies: 
2 cups brown sugar, 1% cups shorten. 
ing, 3 eggs, 1 tsp. cinnamon, % cup 
chopped almonds, 5 cups flour, 1 tsp. 
soda, pinch of salt. 

Bacon corn bread: 114 cups corn 
meal, 44 cup flour, 4 tsp. baking pow- 
der, % tsp. salt, 2 tbs. chopped ba- 
con, 2 tbs. sugar, 4% cup water, 4 
cup evaporated milk, 4 tsp. vinegar, 2 
eggs, 4 tsp. soda, 2 tbs. bacon fat. 


*Colored Tags 
Pep Sales 


N the new business department 

of the Cheyenne Light, Fuel and 
Power Co. of Cheyenne, Wyoming, 
there is a board bearing a number of 
hooks, one for each appliance sales- 
man. On these hooks are hung colored 
tags from time to time. The color 
of the tag represents the type of ap- 
pliance and its presence on the hook 
means that the salesman in question 
has it out on demonstration .There 
is thus always at hand a picture of 
the appliances out and also of the 
activities of the individual salesmen. 
Friendly rivalry keeps the hooks al- 


But Time offers EXTRA Advertising support py ees ee 


WHERE IT DOES THE MOST GOOD *Good Lighting 
Stops Them 


Household appliance stores follow the rule of all 
HE value of good window light- 


retailing, The Gr: > ; + » | %o ing as an aid to developing cus- 
g yrade A stores do the lion’s share of eas bane cas Ge 


> neces trated by some recent tests made in 
the busi mess. Santa Ana, California by E. B. Kruger 
of the lighting service department of 





Thaca . a : the Southern California Edison Com- 
lhese top stores are, obviously, worth extra advertis- pany. ‘The tests were made on the 
. 7 windows of four furniture and general 
ing support, and you get extra support on the pages of merchandise stores selected because 
TIME { : their ese Pig + poate displays 
ME : 4 erticars — were comparable in all respects except 
ages a . a ing installed. Two checks, made be- 
Because TIME readers have been shown to be the best tween the hours of 7:15 and 8:15 p.m. 
on dates a month apart indicated the 

customers of best stores, effective pedestrian stopping power of 


good illumination. 


First check 
Gen’l Mdse. Poor 108 28 
Gen’l Mdse. B Good 181 73 
Furniture C Poor 75 14 19 
D Good 65 31 48 


Furni 
The Weekly Newsmagazine ‘aeene check 
n c 


Gen’l Mdse. A Poor 122 43 35 
Gen'l Mdse. B Good 170 76 45 
Furniture C Poor 72 19 26 
Furniture D Good 79 60 76 
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A TRAY FULL OF TRICKS! 


\ “COLD FACTS” 
— No. 11 
Why fight popular preference? Purchasers of modern. refrigerators 
expect Flexible Rubber Trays or Grids! INSIST that all models of the 
refrigerator you handle come factory-equipped! Write to your manu- 
facturer or direct to us. The Inland Manufacturing Co., Dayton. Ohio. 





Prospect: ‘I want to be sure that the refrigerator I buy 
is the last word in household refrigerction.” 

Salesman: “Then this model is what you're looking 
for. See—it has Flexible Rubber Trays and 
everything!” 


Dozens of Attempts to Improve Ice Trays Have Come and Gone—But 


Flexible Rubber Trays and Grids 


Are More Popular Than Ever! 














STILL LEADS 


in electrical appliance advertising 


Figures for the first six months of 1935 again 
prove conclusively that leading advertisers in the 
electrical appliance field recognize the value of 
Electrical Merchandising as an important factor 
in increasing their sales. 


2.0 x as many advertising pages placed in 
Electrical Merchandising as in the second 
publication. 


42 x as many advertising pages placed Ex- 
CLUSIVELY in Electrical Merchandising as in 
the second publication. 


2.7 x as many companies advertised in Elec- 
trical Merchandising as in the second 
publication. 


52 x @S many companies advertised EXCLU- 
siveLy in Electrical Merchandising as in 
the second publication. 


ELECTRICAL MERCHANDISING 


A McGraw-Hill Publication 
330 West 42nd Street New York City 














This special introductory offer 


is your opportunity for extra profits. 


To get you started off on 
the right track with the 
right kind of humidifying 
merchandise, A.G.A. is of- 
fering a special discount 
for a limited time only. 





Whether or not you've 
handled humidifiers in the 
past, you should get all the 
details of this attractive, 
timely sales proposition. 


MODEL M.C.— Container and Dome of Heavy 

Gauge Copper, finished in beautiful statuary 

bronze. Capacity—2 gallons available water. 

Evaporoting approximately | pints per hour. 

Equipped with D.C. or A.C., 25 or 60 cycle, 
115 volt motor. 


Consider the equipment 
to which it applies—WAL- 
TON HUMIDIFIERS. These scientifically designed units replace necessary 
moisture to dry air and at the same time wash the air dust-free, smoke- 
free and odor-free. They have been developed by an organization of 
nationwide reputation and are the result of careful research into the 
rquirements of a simple, practical and effective humidification unit — 
modern equipment which can be sold by any alert dealer without 
installation expense or service hazard — equipment which stays sold 
because it gives unqualified satisfaction. 


Now’s the time to get all the facts, because the season for humidifier 
sales is just opening up. Radiators will soon be sizzling hot, drying mois- 
ture out of the air and making rooms uncomfortable, stuffy, unhealthy, not 
to mention cracking of walls, opening up of wood work, furniture, etc. 


Think of the homes and offices around you that would welcome relief 
from these discomforts and the destructive conditions resulting from over- 
dried air. Your prospects are practically unlimited. 


Demonstrate WALTON HUMIDIFIERS. They will sell themselves not only 
because of their attrac- 
tiveness but because they 
quickly prove their com- 
fort-giving advantages. 














This introductory 
offer for a 
limited time only! 


Write at once for de- 
tails of the WALTON HU- 
MIDIFIER line and the Spe- 
cial Discount Offer which 




















insures bigger profits. 


A.G.A. COMPANY 


(AMERICAN GAS ACCUMULATOR CO.) 


Elizabeth, New Jersey 


GAS ACCUMULATOR CO. (CANADA) LTD. 
68 King Street, East, Toronto, Ontario 
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SOME CANDID CAMERA IMPRESSIONS BY LAURENCE WRAY 
OF THE ELECTRICAL AND RADIO SHOW HELD SEPTEMBER 18-28 


Walter Neumuller, managing di- R. D. Quinn, vice president of Milt Sleeper, one of radio's pio- D. W. May, well known formerly 
rector of New York's Electrical the 1900 Corp., went through 


neers, smiles from the booth of as a distributor, presided at the 
Association, stops a moment in to look things over. GE booth. 
his busy rounds of the show. 


W. K. Opdyke, ad manager for John W. Ditzell, vice president of Stewart-Warner, L. E. LeVee, Apex vice president, looked pretty 
Warren Telechron clocks, was confers with some friends. cheerful in his handsome booth. 
almost too busy to have his pic 


An ironer demo in progress at the Apex booth at- Herbert Metz, Graybar execu- W. H. McKenna, sales manager of the Linderman 
tracted a lot of attention tive, added his favorable com- 


& Hoverson Company chats with Earl Poorman, 
ments about the big show. New York district manager for General Electric. 
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THEY’RE THE FASTEST SELLING 
Electric Heat Circulators 


i 

















@ Here’s the leader —the right heater 
for you to stock — because it sells so fast 
— makes real profits for you— and de- 
livers positive satisfaction to your cus- 
tomers. 

Arvin Fan-Forced Electric Heaters are 
just the thing for extra or temporary 
lieat, wherever 110-volt A.C. is avail- 
able. They’re portable — handy for the 
whole family. They take the early- 
morning chill from the bathroom. . . 
keep baby warm during the bath ... 
and make nursery, bedroom, and office 
healthfully comfortable. 

Arvins are sturdy and attractive — are 
designed to louk well in any room and 





to deliver warmth, without danger of 
burning baby’s fingers, or marring fur- 
niture. 

Order Arvin Fan-Forced Electric 
Heaters from your jobber right away. 
Set up the display (shown at left— free 
to all dealers) . . . plug it in, and snap 


‘the switch. When your customers feel 


the gentle, warm breeze, they’re sure 
to buy. Arvins will bring you the same 
good profits they have brought other 
dealers from coast to coast for the past 
4 years. 


Approved by leading author ities— 
the Good Housekeeping Institute, Moe 
and the Underwriter's Laboratory 


NOBLITT-SPARKS INDUSTRIES, INC...COLUMBUS, INDIANA 


Also Makers of Arvin Hot Water and Steam Car Heaters and Arvin Car Radios 
FAN-FORCED 


A RV | ELECTRIC HEATERS 
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Your customers will enjey the “Happy 
Harry” broadcasts of the American 

achine Manufacturers’ Asso- 
ciation, Tuesday and Friday mornings. 


LL signs point to a ripe-and-ready market 

for washing machines this fall. People 

are learning that for family washing “there's 

no place like home.” And relatively few 

families are too poor to own one of these 
late-model washers. 

Washing machines are perfected to the stage 
where they are really models of mechanical 
ingenuity. They are beautifully styled and the 
tubs are handsomely finished in lustrous life- 
time porcelain enamel. Washing time is 
greatly reduced, efficiency greatly increased, 
and the machines are as fool-proof and de- 


pendable as they could 





Your Lig 


| CASH IN ON ARMCO TUBS. 





This familiar label identifies the use of 
genuine Armco Incot Iron in washing 
machine tubs and other porcelain en- 
ameled appliances. Buyers look for it, 


V2 


enameling iron” grips the smooth, glass-like 
porcelain enamel in a life-time bond. Your 
customers know what Armco INcot IRON 
means to flawless porcelain enamel. They've 
been reading about it in their favorite maga- 
zines for 2] years, and hearing about it in 
entertaining broadcasts for the past six years. 

Push washing machines and washing ma- 
chines will push up your sales curve to all- 
time highs. Prepare now to follow this con- 
structive sales slant by sending for that helpful 
Armco booklet: “How Porcelain Enamel Can 
Help You Sell More Profitably.” 


® Unusual microscopic views 














conceivably be made. 

And here's a practical sug- 
gestion that will help you 
speed sales. Most washing ma- 
chine tubs are porcelain cn- 
ameled on Armco INcort Iron, 
for enduring beauty and serv- 


ice. This “world’s standard 
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showing the firm bonding of 
porcelain enamel with Armco 
Incot Iron. The jagged black 
part is the porcelain enamel 
fused into the surface of the 
iron. Note how the two in- 
terlock assuring perfect ad- 
herence and lifetime beauty. 


THE AMERICAN ROLLING MILL COMPANY 





EXECUTIVE OFFICES * 703 CURTIS STREET * MIDDLETOWN, OHIO 


Washer 


Saleswomen 


UR sales on washing ma 

chines have increased 50 pe: 

cent since we put two sales 
women in charge of the laundry equip- 
ment,” said William H. Myer, owner 
of the Myer Hardware Store, Evans. 
ville, Indiana. “From owning and op- 
erating their own machines they had 
become experienced operators and 
were able to picture so vividly the 
advantages of electric washers that 
90 per cent of their sales were made 
from the floor without so much as 
a home demonstration. A goodly num- 
ber of the remaining 10 per cent re 
quested that we send a machine to 
their home that they might try it out 
with an actual washing.” 

In such instances the store delivered 
a washer, explaining how to operate 
it and allowed the housewife to mak« 
her own demonstration. Calling back 
in a few days the store discovered 
that in a majority of cases the self- 
demonstration had sold the machine. 
However, the minimum of rejections 
are attributed to the effectiveness of 
the saleswomen’s explanation while 
the prospect is visiting the store. 
“They can talk to the woman in 

terested in laundry equipment in her 
own language, and being fortified with 
actual facts gleaned from first-hand 
experience, their arguments are de 
cidedly convincing.” Mr. Myer con- 
tinued: “I estimate that less than 5 
per cent of washing machine purchas 
ers request us to demonstrate a home 
washing.”’ 


Look To 


Your Repairs 


HE repair shop is regarded as 

such an important department of 
his business, by H. H. Burgy of the 
Burgy Electric Works, of Vancouver 
Wash. that he will allow no one but 
himself to handle it. The dealer in the 
smaller community, he says, is depend- 
ent largely upon his friendships—and 
there is nothing like a repair depart- 
ment for making friendships for a 
store. Therefore he checks each job 
himself to make sure that the appli- 
ance is in perfect order before it is re- 
turned. Frequently a careful inspec- 
tion will reveal a frayed cord that is 
almost ready to give out, or a loosened 
connection which, while still operating, 
may give trouble at any moment. By 
catching these extra threatened troubl- 
es, he insures real satisfaction with the 
job when it is done. He has found also, 
that the housewife appreciates not hav- 
ing her use of the appliance interrupt- 
ed while it is under repair. Therefore 
he keeps an electric iron or two on 
hand which he is prepared to lend to 
the owner of a disabled iron to tide 
her over on wash day. Occasionally 
also he lends equipment in other emer- 
gencies. An electric fan loaned to a 
sick boy disabled in an automobile 
accident during the hot weather sea- 
son helped to save his life and brought 
its own return in friendly good will. 
From such small beginnings and 
friendly relationships do sales later 
grow. 
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Lumber and 


Appliances 


a natural switch 
for this dealer 


N South Bend, Indiana, there is a 

iumber dealer. Just three and a 
half years ago he began to sell planks, 
and because he knew nothing about 
the traditional ways of selling lumber, 
he went at it differently. 

He opened a downtown retail store. 
To sell lumber! 

The idea was original with Joseph 
F. Donahue, president, and now other 
dealers have adopted the plan. That 
downtown store, located in the heart 
of the business section, became known 
as The Home Modernizing Co., a 
subsidiary of South Bend Lumber Co. 

It was part of the original plan that 
customers could drop in, get estimates 
yn construction, buy paints or screen 
ng just as they would other items 
from a department store, and then 
deliveries would be made from the 
lumber yard. Cupboards, endboards 
ind unfinished furniture were sold 
through the retatl store—everything 
that could be made out of wood. 

Unorthodoxly, the lumber company 
then set out on a house-to-house can- 
vass to sell remodeling, to make rough 
sketches of what could be done with 
old homes and to point out what re- 
novizing could do. For a time the com- 
pany prospered, before remodeling 
jobs sank into the background under 
weight of the depression. Instead of 
rebuilding homes the company began 
a campaign to rebuild rooms. 

Kitchens became of prime import- 
ance. In remodeling kitchens the lum- 
ber company found opportunity to sell 
electrical apliances. Today, with lum- 
ber sales just starting up the scale 
again, electrical appliance sales are in 
position of the tail which swung the 
horse. 

Today, The Home Modernizing 
Company sells washers and ironers 
(ABC, Automatic); oil burners 
(Timken) ; electric ranges (Standard, 
Westinghouse) ; refrigerators (Frigi- 
daire) and radios (Atwater-Kent)— 
everything for the home. It will sell 
them to you under a unit plan of their 
own or as individual pieces. “We're 
not going to sit back and wait for a 
return of lumber sales,” Mr. Dona- 
hue once declared; “We're going to 
sell things that sell.” 

Most sales of electrical appliances 
are made out of the store on a story 
of economy operation, according to 
Diehl H. Martin, retail store man- 
ager. “We can conscientiously tell 
people that they can save money with 
a certain type of refrigerator or wash- 
ing machine because we know how 
they operate under actual working 
conditions. We have made a study of 
the American Home. 

“Eventually, it is our aim to be 
able to equip the home completely— 
erect it ourselves, decorate it, and in- 
stall equipment. In other words we 
believe the day is coming when lum- 
ber dealers will build and sell homes 
as a unit—complete to fit a certain 
price. By completeness I mean with 
refrigerators, washers, heating and 
ventilating units, air conditioning and 
small electrical appliances included. 











A Message 
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30¢ to f2amonth 


in refrigerator running costs! 


Tell your prospects bow only dry insulation in a re- 
frigerator can keep it economical to run 


No matter how well built a refrigerator cabinet might be, you wouldn't expect 
to keep a vacuum in the walls for any length of time. You would expect air to get 
in sooner or later. In the air is a gas made up of water vapor. It is twice as thin as 
air itself. Since air is bound to get into the cabinet wall, water vapor even more 
easily gets in. So, in spite of all precautions, moisture collects between the walls. 

With better cabinet construction, the entry of moisture is made more difficult, 
but with cheap construction a great deal of water collects within the walls. If the 
insulation is “hygroscopic,” that is, gradually absorptive, practically all the moisture 
soaks into the insulation, reducing its efficiency to almost nothing. But with Dry-Zero 
Insulation, which does not absorb moisture, there is practically no loss of efficiency 
because it does not get wet. 

Here are the results of impartial tests made on three nationally known “high 
class” refrigerators having poorly made shells. First, with the insulation used in 
production; next with Dry-Zero Insulation: 

Cabinet insulated with cheap Cabinet re-insulated 





‘hygroscopic’ insulation with Dry-Zero 
End of Test Regular Production 
Free water in bottom of shell 1.7 Ibs. 23.1 Ibs. 
Soaked into insulation we oe 28.9 ‘ 0.0 “ 
In ‘“‘moisture-proof’’ wrapping 1.8 “ : 1.1 
Total water within walls 32.4 Ibs. 24.1 Ibs 
Increased cost of operation 82% 7% 


Here are the results of another series of tests on two equally prominent makes 
having well-made shells. First, with the same cheap insulation used in the above test; 
next, with Dry-Zero used in regular production: 








Cabinet re-insulated with Cabinet insulated 
cheap ‘‘hygroscopic”’ with Dry-Zero 
End of Test insulation Regular Production 
Free water in bottom of shell 0 ozs. 0 ozs. 
Soaked into insulation ee . aloes es 
In ‘‘moisture-proof’’ wrapping ile es 
Total water within walls .... 48 ozs. 5 ozs. 
Increased cost of operation 17% O% 


Equivalent Periods in Use 


The conditions of these tests correspond to the normal use of refrigerators 
for 3 years in St. Louis, 4 years in New York, 2!/, years in Atlanta or 4!/, 
years in Chicago. 

If you are selling refrigerators insulated with Dry-Zero, you are giving 
to your customer a definite value that will help you close sales if you will 
use this insulation story. Dry-Zero Insulation can save from 30c to $2 a month 
in running costs. It gives full and dependable insulation for the life of the 
refrigerator. 

Dry-Zero Corporation, Merchandise Mart, Chicago, Illinois. Canadian 
office: 687 Broadview Ave., Toronto, Ontario. 


DRY: ZERO 


REG. U.S. PAT. OFF. 
THE MOST EFFICIENT 
COMMERCIAL INSULANT KNOWN 





for Refrigerator Dealers 
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A Review of New Products 








Kelvinator Boiler Burners 


Kelvinator Corp., Detroit, Mich. 
Models: KB-3, KB-4, KB-5S. 
Description: Each unit a complete auto- 

matic heating plant in itself, com- 
bining a sectional cast iron oil-burn- 
ing boiler, water heater and automatic 
controls; provides 780, 1230 and 1635 
sq. ft. heat radiation respectively for 
steam and 1170, 1845 and 2450 sq. ft. 
for hot water. Built-in water heater 
provides 100 gal. water raised 100° 
in temperature in 3 hrs; sectional de- 
sign of boilers permits easy installa- 
tion; entire mechanism and boiler en- 
closed in grey enamel steel jacket, 
chromium trim. Additional air con- 
ditioning equipment also available. 
—Electrical Merchandising, October, 
1935. 





T elechron Clocks 


Mazda miniature lamp; 5-5/16 in. 
high, 5 in. wide. 

“Deputy” alarm, molded black case 
with ivory outer bezel and base or 
molded ivory case with black outer 
bezel and base; 3 in. square dial; 
4% in. high, 4 in. wide. 

“Aladdin” alarm, black molded case 
with ivory feet and bezel frame, or 
ivory case with black feet and bezel 
frame; dial 3 in. square; 4% in. high, 
4 im. wide. 

“Carrillon” alarm, gold finish or 
chrome plated bezel; genuine onyx 
base; 44% in. dial; 5% in. high, 
SY, in. wide. 

“Controlla” household timer ; equip- 
ped with switch to automatically turn 
on and off appliances of not more 





than 660 watts; particularly adapt- 
able to radio receivers; mahogany 
walnut finish with vertical inlays, 3Y; 
in. dial; 6% in. high, 5¥ in. wide. 


Prices: Kitchenguide, $4.95; Esquire, 


$6.95; Tempo, black, $3.95, ivory, 
$4.25; Perry, $7.95; Aztec, $7.95; 
Luxor, $9.95; Brandon, $12.50; Doric, 
$9.95; Announcer, $8.50; Deputy, 
black, $4.95, ivory, $5.50; Aladdin, 
black, $5.95, ivory, $6.50; Carrillon, 
$9.95; Controlla, $12.50— Electrical 
Merchandising, October, 1935. 


v 
Hotpointer 
Buffet Service Sets 


General Electric Co., 
Mdse. Dept., Bridgeport, Conn. 





pressed wood, acid resistant tray 
equipped with 2 double-compartment 
glass dishes and a 2-toned stainless 
steel fork. 

Treasure Chest luncheon service con- 
sists of Treasure Chest cooker, mod- 
ern chest design with pedestal feet, 
raised top design, pendent front han- 
die, hexagonal side lifting handles, 
grease drain, Calrod elements, 660 
watts; interchangeable waffle grids 
available at slight additional cost. 
Walnut, pressed wood, acid resistant 
tray, equipped with 5-compartment 
glass condiment dish, walnut finished 
cutting board and stainless steel knife. 

Folding stand No. S41iP151 also 
available with above buffet service 
sets. 


Prices: Fully Automatic Hotpointer 


toaster, alone $16, with tray set, $21; 
Hotpointer Semi-Automatic toaster, 
alone $6.95, with tray set, $11.95; 
Treasure Chest alone, $9.95, with tray 
sct $14.95. Folding stand, $4.95.—Elec- 
trical Mer ising, October, 1935. 





Sunbeam {tronmaster 


Chicago Flexible Shaft Co., 
5600 Roosevelt Rd., Chicago, Ill. 


Device: Dual Automatic Ilronmaster. 
Description: Dual automatic heat con- 


trol for ironing surface heat provides 
quicker heat for faster ironing, the 
manufacturers claim, through use of 
2 thermostats which automatically ad- 
just themselves to actual temperature 
of ironing surface of sole plate, mak- 
ing it possible for heating element 
to be located in bottom of iron ; thumb- 
tip heat regulator in handle; weighs 
344 ths; 1000 watts; streamlined.— 
Electrical Merchandising, October, 
1935. 





Y 
W estinghouse 


“Electro-Tray Set” 


Westinghouse Electric & Mfq. Co., 
Mansfeld, O. 


Device: “Electro-Tray set” cousists of 


8-cup percolator, 2-slice, turnover 
toaster and toast plate with cover 
on an electrified tray together with 
large service tray. 


Description: Electrified tray requires 


only 1 cord to outlet; permanently 
attached dual cord on inset tray sup- 
plies electricity for both percolator 
and toaster, long cord may also be 
used alone with toaster or percolator 
when complete ensemble is not need- 
ed; both trays mahogany finished 
birch; inset tray, 181/4x12 in.; large 
serving tray 22x13% in.; toaster, per- 
colator and toast cover chrome plated 
with black trim. 


Price: $16.95. — Electrical Merchandis- 


ing, October, 1935. 
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Models: No. 129S41 with fully auto- 
matic toaster; No. 129842 with semi- 
automatic toaster, and Treasure Chest 
luncheon service. 

Description: No. 129841: Fully automat- 
ic Hotpoint toaster, toasts two slices 


Warren Telechron Co., Ashland, Mass. 

Models: 13. 

Description: “Kitchenguide” for kitchen 
or bathroom; green, antique ivory, 
white or black molded plastic case; 5 


New Apex Wringer 


A pex Rotarex Corp., 
1070 E. 152ud St., Cleweland, O. 
Description: To meet home laundry au- 





in. metal dial; 6% in. high, 7% in. 
wide. 

“Esquire” table model, veneered 
walnut case with gold center band 
and bezel; 3¥Y) in. metal dial; 5% 

“Tempo” molded black case and 
base with ivory outer bezel, or ivory 
case and base with black lacquered 
front, gold finished inner bezel; 3 
in. dial; 44% in. high, 4% in. wide. 

“Perry” brown mahogany case, gold 
bezel; 44% in. dial; 8% in. high, 
18-13/16 in. wide. 

“Aztec” gold finish or chrome plat- 
ed bezel; genuine onyx base; 41/, in. 
dial; 5% in. high, 54 in. wide. 

“Luxor” glass case with blue mirror 
finish and silver opalescent lacquered 
back; Nicral base; light blue imita- 
tion “Cloisonne” dial; 64% in. high, 
7¥% in. wide. 

“Brandon” mahogany and maple 
case with gold finished arch-shaped 
bezel; dial 5Y4 in. high 4% in. wide, 
silver finish; 8 in. high, 15 in. wide. 

“Doric” mahogany and maple case 
with gold finished arch-shaped bezel ; 
dial 5Y4x4% in. silver finish; 7-9/16 
high, 6-9/16 wide. 

“Announcer”, 24-hr. automatic il- 
luminated alarm clock; black molded 
case, ivory front gold bezel; 34% in. 
dial; illuminated by means of No. 41 
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both sides at once; thermostat placed 
right against 1 slice bread regulates 
color of toast; red_signal light glows 
when current is on; bell chimes when 





toast is done; Taste control dial; 
chrome plated, fluted design with 
black Calmold handles and knob; 
$50 watts; walnut, pressed wood tray, 
specially finished to resist acids and 
condiment dish, walnut finished “cut- 
ting board and stainless steel knife. 

No. 129842: Semi-automatic Hot- 
pointer, 2-slice, turnover type toaster 
embodies many of Fully Automatic 
Hotpoint features such as, red sig- 
nal light, bell indicates when each side 
of bread is toasted, thermostat to reg- 
ulate color of toast—when one side 
is completed thermostat shuts off cur- 
rent, when doors are lowered and 
toast turned, current immediately 
comes on again; 500 watts. Walnut, 


thority recommendations that differ- 
ent pressures be used for different 
types of fabrics, the Apex wringer 
is equipped with the new Apex Pres- 
sure Selector, which consists of a 
pressure adjusting wheel and steel 
rod with 3 graduations—low, medium 
and high; screw in concealed end of 
rod regulates pressure. — Electrical 
Merchandising, October, 1935. 
v 
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Silex Buffet Service 


The Silex Co., Hartford, Conn. 


Description: 2-Unit Buffet Service 


equipped with electric stove with 1 
unit for brewing, the other for keep- 
ing extra decanter of coffee warm; 
3-unit model has 2 brewing units. 
A set of 12 lap size Buffet Trays 
for holding guest’s plate, silver, nap- 
kin, cup saucer or glass is also avail- 
able.—Electrical Merchandising, Octo- 
ber, 1935. 


OCTOBER, 1935— ELECTRICAL MERCHANDISING 





* 
Superior Toast-Elite 


Superior Electric Products Corp., 
13th S Morrison St., St. Louis, Mo. 


Device: “Toast-Elite” Toaster tray set. 
Description: Set consists of “Superior” 


2-slice oven type toaster, 1 piece, 
waterproof, walnut tray; 5 separate 
tinted-glass appetizer dishes; walnut 
finished reversible cutting board; 
stainless steel knife with walnut han- 
die. 


Price: About $14—Electrical Merchan- 


dising, October, 1935. 
















































































Economaster Range 
Southern Metal Products Corp., 
Huntsville, Ala. 

Device: Portable wall outlet range; 

plugs into any outlet. 

Description: Consists of large grill on 
top; over 14 in. wide, 13 in. deep, 
8 in. high; convenience drawer, 2 
folding shetves or drop leaves and 
large cabinet to hold utensils, etc. En- 
closed type element 14x83 in.; 3-heat 
switch, 1500 watts high, 750 watts 
medium, 375 watts low; white, cream 
or nile green enameled finish. Over- 
all size, 17 in. wide, 15 in. deep, 
38 in. high with 2 folding shelves 
1444x11 in. each. 

Price: $39.50. — Electrical Merchandts- 
ing, October, 1935. 





v 
Arco Air Conditioner 


American Radiator Co., 
40 West 40th St., New York City 
Model: 101 
Description: Can be hooked in at any 
point on supply line of radiator heat- 
ing system; will condition a 6 room 
house from that point; requires only 
a steam or hot water connection with 
water supply and drain connection; 
Sirocco blower and 1/20 h.p. motor 
mounted on floating cradle to prevent 
vibration and noise; replaceable fil- 
ters of fibre board; self-cleaning noz- 





zle spray provides humidification, 
washes air for winter air condition- 
ing; combination tempering coil and 
eliminator tempers cold air, prevents 
drafts when outside aif is brought 
in during winter; adjustable collar 
permits air to be discharged at side 
or top of unit; use of conditioner with 
radiator heat makes even controlled 
distribution of heat and permits air 
to be circulated through house in win- 
ter while heat is varied according 
to outside weather conditions; 4 sets 
of controls provided: manual control 
with switch, humidistat control and 
contro! of blower to turn it off auto- 
matically when tempering coil is not 
operating in winter; or different com- 
binations of these controls; all con- 
trol arrangements include solenoid 
valve. — Electrical Merchandising, 
October, 1935. ; 


v 


Mark-Time Window 
Light Switches 


M. H. Rhodes, Inc., 
Rockefeller Ceater, N. Y. C. 
Device: Window light switch, fits any 
standard wall box, no electrical work 

required; set dial to desired time for 
lights to be turned off when leaving 
store; light setting can be omitted on 
stormy night; may also be used as 
ordinary switch during store hours; 
available for 5, 10 and 19 hr. cycles 
either for delayed turning on or de- 
layed turning off. 

Prices: From $6.95.—Electrical Merchan- 
dising, October, 1935. 


ELECTRICAL MERCHANDISING 


GE Hotpoint 
Automatic Serving Table 


General Electric Co., 
Mdse. Dept., Bridgeport, Conn. 

Device: Automatic electric serving table 
No. 100Y 190. 

Description: Opens automatically, legs 
drop into position when table top is 
held out; folds into flat position with 
light lift of center brace; equipped 
with GE triple convenience outlet; $ 
ft. detachable cord set to attach to 
baseboard outlet, permitting use of 3 
appliances on table; genuine Ameri- 
can walnut top, 2-tone effect; 30 in. 
square; legs of seamless tubing, goldea 
brown enamel finish; rubber feet. — 

Price: $13.95.—Electrical Merchandis- 
dising, October, 1935. 





Eveready Flashlights 


National Carbon Co., 
100 E. 42nd St., New York City 

Device: 3 new Eveready Masterlite 
Flashlights. 

Description: 2 tubular, 1 table model; 
new switch provides steady or inter- 
mittent light; light selector makes pos- 
sible 1-hand selection of powerful 
spotlight beam or broad diffused il- 
lumination; 4-sided tubular models 
breech-loading, no parts detachable ; 
owners initials may be attached. Table 
model supplies night light or a 400 
ft. range spotlight utilizing illumina- 
tion from top or bottom; no external 
switch. — Electrical Merchandising, 
October, 1935. 








Universal Toaster 
Landers, Frary & Clark, 
New Britain, Conn. 
Device: Automatic 2-slice toaster. 
Description: Toasts 2 slices at time light, 
medium or dark, controlled by setting 
timing lever; toast rack swings for- 
ward automatically when bread is 
toasted ; chromium plated. Also avail- 
able with Universal tray ensemble 
No. E8820 which consists of automa- 
tre toaster, walnut finish metal tray 
21, in. long, 16 in. wide, a 5-com- 
partment glass dish, Maple cutting 
block and knife. 
Price: Toaster only, $11.95.—Electrical 
Merchandising, October, 1935. 
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SELL “Ventilation for the Home”— not ventilating fans 


Winter months mean 
more cooking—and 
greater opportunity for 


YOU-- 





When cold weather keeps doors and 
windows closed, the odors of sauer- 
kraut, fried onions and ham and cab- 
bage will again annoy hundreds of 
home owners in your community. 


You've sold many of these people — 
sold them ranges, refrigerators, radios. 
Why not sell them NOW on the 
advantages of a properly ventilated 
kitchen ? 





Every Buffalo Home Ventilating Fan 

sold means a nice profit — because this 

7) fan requires no service calls, no adjust- 

Close-up of the Buffalo Home ments. There are no “trade-ins” to 
Ventilating Unit consider. 


Tell your prospects about BREEZO 


You'll find, as many dealers have, that fans are easy to sell if you talk 
about them to your customers and prospects. The BREEZO line is complete 
—easy to install, priced to sell! 


Write for Bulletins 2321 and 2892-B 


BUFFALO FORGE CO. 
205 Mortimer St., Buffalo, N.Y. 


In Canada: Canadian Blower and Forge 
Co., Led., Kitchener, Ont. 


Sell profitable 


BREEZO 


Ventilating Fans 








Complete range of commercial 
sizes for stock shipment. 
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This New Serving Set Has 
EVERYTHING — Even Low Price! 


Simply to display this beautiful and practical new creation is to sell it. 
It's the smartest thing in Two-Slice, Full-Automatic Toasters you've 
ver seen. And the price is far lower than that of any comparable value! 


The Toaster itself is “Superior” quality — famous for almost 20 years. 
Beautiful modernistic walnut serving tray—of one-piece pressed-wood, 
with waterproof, acid-resistant finish. Five separate tinted-glass appe- 
tizer dishes. Reversible cutting board, walnut finish. Stainless steel 
knife, walnut finish handle 


The “Toast-Elite” is offered at an amazingly low price. Satisfaction 
guaranteed. Order at least one now. Or send for Free Descriptive 
Literature. Use coupon below. 
—]__seceeecesececees MAM THIS COUPON NOW-------------->- 
Can be re- 
tailed at *if 


Suvertor Evectric Propucts Corpr., 
13th and Morrison, St. Louis 


Ship Toast-Elite’’ Serving Sets at your lowest 
or less and apap 
Send us Free Descriptive Literature, on your full line 


of popular-priced appliances 


still allow a 
nice profit! 


Firm Name 


Individual 











City State 








A Review of 








INSTANTLY APPEALING! 


The New BRANNON 
ElectricTEA KETTLE 


It’s stylish ... It's sturdy and durable ... made of extra 
heavy cast aluminum (highly polished). Plugs into any wall 
socket. Stands more abuse than any other type . . . will not 
dent, chip or crack. Can also be used as an ordinary tea 
kettle on an open gas flame, electric range or coal stove 
without damage. Boils water faster. Thermostatic control 
cuts off current after boiling dry. It’s a sales winner! 










Bird-like whistle sings 
when water boils. 
Handle is heat-resist- 
ing Bakelite. Spout 
cover opens auto- 
matically when kettle 
is lifted. Easy to fill. 
Heating and thermo- 
stat units are inbuilt. 


ee 


BRANNON INCORPORATED 


14307 Third Avenuc, Detroit, Michigan 


Please send prices, trade discounts and literature on 


the new BRANNON ELECTRIC TEA KETTLE. 
Name 


Address 








City — State 
ee ee a 
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Viking Clocks 
liking Products Corp., 
330 West 42nd St., New York City 

Models: 4 Moon-Glo illuminated clocks 
with “nite-lite dial.’ Mirror, Owl, 
Colonnade, Nursery. 

Description: Mirror, 3/16 in. crystal 
plate glass face 44% in. square; mod- 
ern numerals reflected from silver 
background; chrome finished case; 
overall 514 in. wide, 6% in. high. 

Owl, rays of light diffuse in all 
directions similar to owl’s eye; nu- 
merals displaced by small dots sur- 
rounded by halo of light when clock 
is illuminated; crystal glass face 51 
in. diam.; polished chrome base ; over- 
all, 5% in. wide, 8% in. high. 

Colonnade, brass colonnades with 
chrome base and knobs and a 5 in. 
square crystal glass face; overall size, 
7% in. wide, 6¥% in. high. 

Nursery, crystal glass face orna- 
mented with figures of cow, dog, cat, 
fiddle to illustrate nursery rhyme, 
4+¥% in. square; crystalline base; over- 
all size 6% in. high, 5% in. wide. 

Mirror, Owl, Colonnade models 
equipped with self-starting move- 
metts; Nursery, manual starting. 

Price: Mirror, $14.75; Owl, $13.50; 
Colonnade, $17.75; Nursery, $9.95. 
—Electrical Merchandising, October, 
1935. 


7 
Marel Hairbrush 


Thorne-Foster, Inc., exclusive distribu- 
tors, 250 Park Ave., N.Y. C. 
Device: Operates on a.c. or d.c.; small 
bulb at plug-in connection lights when 
hairbrush comes in contact with scalp; 
no shock, no electrical sensation; gold- 
dipped bristles set in flexible rub- 
ber cushion enclosed in gold-plated 
frame; 6 colors available. 

Price: $7.50.—Electrical Merchandising, 
October, 1935. 





GE Hotpoint Urn Set 
General Electric Co., 
Mdse. Dept., Bridgeport, Conn. 

Model: No. 119877 “Continental” urn 
set. 

Description: Set consists of 9-cup urn, 
large tray, sugar and creamer ser- 
vice; urn equipped with dripless spig- 
ot, valveless pump, Calrod heating 
element, 400 watts, 115 volts; chrome- 
plated with black satin finish bases; 
knob handles of urn, sugar and cream- 
er and spigot Mandarin red Calmold; 
side lifting handles of ebony Calmold. 

Price: $24.95.—Electrical Merchandising 
October, 1935. 
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W estinghouse Iron 
Westinghouse Electric @ Mfg. Co., 
Mansfield, O. 

Description: New iron streamlined to 
resemble streamlined auto; 1000 watt 
element controlled by Built-in Watch- 
man thermostat; Bakelite finger-tip 
lever marked for different fabrics; 
weighs + Ibs; new base and heating 
element construction provides fast, 
even heat distribution and recovery, 
the manufacturers claim; 1 - piece 
Bakelite “Fatigue-proof” sloping han- 
dle; permanently attached cord. 

Price: $8.95.—Electrical Merchandising, 
October, 1935. 





Silex Coffee Bar 
The Silex Co., Hartford, Conn. 

Device: Coffee making bar for foun- 
tain serving. 

Description: Modernistic, stainless steel 
cabinet with electrical ports for 12 
Silex units with individual switches; 
new Silex automatic water heater and 
Unimatic coffee dispenser built into 
center of equipment; drawer space in 
cabinet accomodates 16 extra bowls. 

Price: $395.—Electrical Merchandising, 
October, 1935. 





7 
Hankscraft Double Boiler 


The Hankscraft Co., Madison, Wis. 
Model: No.776, automatic double boiler. 
Description: Fast heating—water poured 

into bottom of pan starts to heat in- 

stantly; food cannot scorch or burn, 
pans cannot burn out, the manufac- 
turer claims; automatically shuts off 
when water is boiled away; amount 
of water poured into bottom of pan 
regulates cooking period—1 cup runs 
an hour, etc. 

Price: $5.95.—Electrical Merchandising, 

October, 1935. 
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Crosley Refrigerator 
Crosley Radio Corp., Cincinnati, O. 
Model: Crosley “Super-Freezer”. 
Description: Especially recommended 
for camps, hunting lodges, offices and 
home where entertaining is done; 36 
in. high; porcelain table top makes 
useful table; 2.7 cu.ft. capacity; 6 ice 
trays with 126 ice cubes; tempera- 
ture control; self-contained removable 
unit; porcelain interior, white lacquer 
exterior, black trimmings.—Electrical 
Merchandising, October, 1935. 












Fresh’nd-Aire Fan 
Fresh'’nd-Aire Co., 
679 Orleans St., Chicago, Iil. 

Device: Airplane type fans equipped 
with deodorizer and purifier air 
fresheners. 

Description: Motor provides 50 speeds 
for varying conditions accomplished 
by a gear and chain attached to an 
enclosed rheostat; 4 sizes: 20, 26, 30 
and 35 in.; 20 in. fan motor is of 
shaded pole type; 26, 30 and 35 in. 
fans equipped with capacitor motors; 
aluminum propellers; heavy wire 
guard; available with wall bracket 
or on stand; deodorizer and purifier 
releases a gas that absorbs and de 
stroys odors by attacking organic 
matter in air that retain odors; 4 
“Fragrance” odors for fresheners 
available: Pine Woods, Minto, Viola 
and L’Orient. 

Prices: 20 in. fan, $63.50; 26 in., $96.50; 
30 in., $104.50; 35 in., $112.50. Refills 
for fresheners, $1.50 each.—Electrical 
Merchandising, October, 1935. 





Refrigerator Water Jar 
McKee Glass Co., Jeannette, Pa. 
Description: No. 24 water jar for elec- 
tric refrigeratots available with tilt 
faucet or with push faucet; 3 qt. 
capacity; unnecessary to move jar to 
draw water; crystal, jade green or 
French ivory opaque glass. 

Prices: Tilt faucet, $1.90 each, push 
taucet, $1.30 each.—Electrical Mer- 
chandising, October, 1935. 
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’ 
Standard Range 
The Standard Electric Stowe Co., 
1712 N. 12th St., Toledo, O. 
Model: “Patrician” No. 1468. 
Description: New double oven range: 
541, in. wide, 36 in. high to cooking 
top; left oven 16x14x18 in.; right 
oven 18x14x18 in. each oven equip- 
ped with convenience outlet and 
clock receptacle; cooking top con- 
tains 5 holes for 8 or 6 in. burners 
or unit cooker and 1 hole for 10 in. 
burner; 3 utensil cabinets each 16x6x- 
18 in.; cabinet base built with toe 


space. 
Price: Approximately $275.—Electrical 
Merchandising, October, 1935. 





Seth Thomas Clocks 


Seth Thomas Clock Co., 
Thomaston, Conn. 

Models: Sunset, Phenix, Rex and Lud- 
bury. 

Description: Sunset, 4 in. exposed dial 
copper plated and polished; 53 in. 
high, 5 in. deep; hour markers, base 
and bands polished brass; self-start- 
ing, synchronous. 

Phoenix, square model, exposed di- 
al of gunmetal finish; self-starting, 
synchronous. 51% in. high, 5 in. wide. 

Rex, tambour model, American wal- 

nut case; 37% in. dial silverplated; 
strikes hours and half-hours; 6% in. 
high 1634 in. wide. 
Ludbury, mahogany case with bird's 
eye maple panels; 47 in. dial; quar- 
ter hour Westminster chimes; 9% in. 
high 21 in. wide. All models self start- 
ing, synchronous motors, 60 cycle, 110- 
125 volts a.c. 

Prices: Sunset, $15; Phoenix, $12.50; 
Rex, $24.95; Ludbury, $32.50.—klec- 
trical Merchandising, October, 1935. 





Fuse-Ever Cut Out 
Henry C. Forster Co., 
1307 8. Michigan Ave., Chicago. 
Device: Automatic cut out. 
Description: A switch, fuse, motor and 
line guard in one device, the manu- 
facturer claims; protects against short 
circuits and overloads; for a.c. up 
to 380 volts, d.c. below 100 volts only ; 
will interrupt current by an overload 
of 25% within 1 hr., 80% overload 
within 3 min., short circuit instantly. 

Price: $2.50.—Electrical Merchandising, 
October, 1935. 
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ROYAL 





Presents New Improvements 
on ROYAL Culinaire — 
the Outstanding FOOD MIXER 


to its sales appeal. 








Exclusive New Features 
Make ROYAL Culinaire one 
of the fastest selling mixers 


Motor in base — no oil or grease above the 
food. Danger of tipping eliminated. No reduc- 
tion gears necessary to operate attachments. 
Extremely simple to use as there is nothing 
to unscrew or adjust. Chromium plated metal 
bowl will not chip or crack as with ordinary 
glass bowls. Will mix heaviest batter 
in a few minutes. 











Best Selling 
Season — NOW 


Right now is the best time of the year 
to display and sell the Royal Culinaire. 
Being an exceptional Gift Item, it will 
prove a profit maker for you. XN > Me 


ROYAL’S Combination Otlen’ 


Now More Popular than Ever! 


Dealers in many sections of the country have real- 













promoting the special combination bargains which 
Royal offers. These offers are constantly becoming 
more popular and are making new sales records 
for those taking advantage of them. 


ROYAL SALES PROMOTION PLANS 
OFFER YOU EXCEPTIONAL 
BUSINESS-GETTING SUPPORT 


Consistent and effective advertising, appealing lit- 
erature and displays and real values have put Royal 
well in front of the list in percentage of sales in- 

crease in the industry for the year 


Mr. Dealer, to help share the profits. 


To the many exclusive features which have made the Royal Culi- 
naire so popular have been added several new attachments which 
increase still further the usefulness and versatility of this remark- 
able Food Mixer. New beauty and a reduced price also contribute 





ized that real volume can be obtained by actively. 


Royal is going ahead. They invite you, 





DETAILS ARE YOURS 
WITHOUT OBLIGATION 


Your nearest Royal Distributor 
will be glad to have a representa- 
tive prove why Royal Dealers are 
Prosperous Dealers. You can be 
one of them. Phone or write now. 


This is a Royal Year. 
























THE P. A. GEIER COMPANY 
540 E. 105th ST., CLEVELAND OHIO 
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sewDielate lal 
DOUBLE BOILER 





e CANNOT BURN OUT 
e CANNOT SCORCH 
s ( ompletelv AUTOMATIC 


An indispensable kitchen appliance is made 
more convenient and trouble-proof. This 
new Hankscraft unit is the fastest heating 
double boiler ever offered. Water poured 
in bottom pan starts heating immediately. 
A comstamt, even temperature of 212 is 
generated right where wanted in the bot- 
tom pan. Amount of water used governs 
cooking time—one cup to the hour. When 
water boils away, heating stops. Thus food 
cannot scotch, pan cannot burn out. No 
watching or timing required, no standing 
over hot stove. Capacity of Vollrath Enam- 
el imner boiler 1'/. quarts. Sales tests show 
housewives instantly appreciate the con- 
venience and advantages of the Hankscraft 
Double Boiler. 


OTHER NEW ITEMS BY 
HANKSCRAFT 








Deluxe Breakfast Service, 2 matched ensemble 
of two-slice toaster in chrome, four-egg exg-cook- 
er in chrome and ivory, four sparkling crystal exg 
cups and beautifully grained ‘‘Bentwood"’ serving 
tray «m walnut. The service prepares delicious 
poached eggs on toast, toasted egg sandwiches, 
bosled, shirred of scrambled eggs, right at the 
table. quickly and conveniently 


Hankseraft Ege Cooker, £1.95. Molls, peaches 
r rambles euge sutematirally in live 
cam. Timing determined by emeownt of 

water used. tneludes poaching pan 


Deluxe Bottic Warmer, +5 
Mother's greatest comerni 
nerr Hirings haln’s bottle 
or witd foods te exactly 
right temprreture. 
quickly, automat 
ically. ther mod 

eh $3 95 $2 
and $1. For it 
ereture write 





Le HANKSCRAFT (C, 


EEA EES A TE 
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A Review of New Products 











Strombers-€ arlson 
Radios 


Stromberg Carlson Telephone Mfg. Co., 
Rochester, N. Y. 

Model: No. 84. 

Description: Console, using 12 metal 
tubes; all-wave from 520 to 23,000 
k.c.; equipped with accoustical laby- 
rinth sound spreading vanes and 
broad speaker opening; 104 in. speak- 
er with 14 in. aluminum wire voice 
coil; full vision, 4-section Selectorlite 
dial; range switch controls tuning 
range, selects and illuminates desired 
range, selects proper antenna and au- 
tomatically grounds idle coils; visual 
tuning meter; dual ratio tuning knob; 
fidelity control; cabinet top and sides, 
American Walnut, pilasters and top 
rail, striped rosewood; 434, in. high 
274 im. wide. — Electrical Merchan- 
dising, October, 1935. 





Sewhandy 
Sewing Machine 


The Osann Corp.,Standard Sewing Ma- 
chine Diw., 245 7th Ave., New York City 
Model: Full rotary action, portable, 


Standard Sewhandy. 


Description: Weighs 151/, tbs. ; low bal- 


ance wheel and 1-piece rubber belt; 
motor built in base; speed up to 1000 
stiches per min. ; bobbin cannot become 
clogged; sews any kind of material 
without adjustment; spotlight directs 
beam of light on work; stitch regula- 
tor; complete set of attachments, ac- 
cessories, bobbins, foot controller in- 
struction book and a luggage type 
washable fabrikoid carrying case in- 
cluded. — Electrical Merchandising, 
October, 1935. 





GE Clocks 


General Electric Co., Mdse. Dept., 
Bridgeport, Conn 


Modeis: 3 alarms, 2 desk or boudoir, 2 


chime models and 1 Select-O-Switch. 
Description: Lumalarm has new mirror 
face, s|luminated dial; rheostat adjusts 
intensity of dial illumination to any 
desired degree; self-starting; & in. 
high, 54 in. wide. 
Vedette, round molded case avail- 


able in black, ivory and gold with or 
without luminous dial; 5 in. high, 
41/7, in. wide. 

Radium Vedette similar to Vedette 
with radium dial and hands. 

All alarm models equipped with 12 
hr. bell, alarm rings for 20 min., un- 
less shut off. 

Dictator, easel type with black mir- 
ror face, chrome frame, exposed 
chrome hands; self-starting; 5 in. 
high 5! in. wide. 

Lotus, open face mirror glass sup- 
ported by metal lotus-design stand- 
ards on black molded base; illumin- 
ated dial, exposed chrome hands; 6 
in. high, 614, in. wide. 

Concerto, modern, semi - upright 
clock, mahogany base and case; 8 in. 
high, 1414 in. wide. 

Rhapsody, modernistic mahogany 


case with contrasting mahogany flut- - 


ings; 7% in. high 131% in. wide; 
Westminster chimes with chord strike 
on Concerto and Rhapsody models. 

Select-O-Switch, equipped with con- 
venience outlet for plugging-in ap- 
pliances or radio set; timing con- 
trolled by series of 15 min. control 
pins arranged around face of clock; 
600 watts; matched walnut case; 7 in. 
high 514 in. wide. 

Each clock equipped with signal 
for indicating current interruptions. 

Price: Lumalarm, $7.95; Vedette, black, 

$4.95, ivory, $5.50; Radium Vedette, 
$6.50; Dictator, $7.50; Lotus, $9.95; 
Concerto, $24.75; Rhapsody, $24.75; 
Select-O-Switch, $12.50. — Electrical 
Merchandising, October, 1935. 
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Servewell 
Buffet Food Warmer 


Utility Electric Co., 

620 Tower Grove Ave., Si. Louis, Mo. 

Description: Heated with hot air — no 
water necessary; food can be cooked 
and transferred to warmer, or can be 
heated in warmer which keeps it at 
serving temperature; 3 “Glassbake” 
heat resisting dishes 114 qt. capacity 
each; 2 coiled wire elements mounted 
on porcelain holders covered with baf- 
fie plate; 2 heats—500 watts high, 110 
watts low; Trichrome finish, black 
feet and trim; 19% in. long; 91/2 in. 
deep, 14 in. high. 

Price: $14.95. — Electrical Merchandis- 
ina. October, 1935. 





Brannon Iron 
Brannon, Inc., 

14307 Third Ave., Detroit, Mich. 
Device: “Cord-less-Matic” iron. 
Description: Cordless iron designed pri- 

marily for commercial service; 6, 8 
and 19 Ibs; 1500 watts; 110 or 220 
volts; available in either a.c. or d.c. 
—Electrical Merchandising, October, 
1935, 











WINS HUNDREDS 
OF NEW DEALERS 





t= 


More new dealers in the last few 
months than in any season of VOSS’ 
years as a leader in the industry—an 
amazing record of dealers’ recogni- 
tion of an outstanding Washer. Deal- 
ers ev e¢ know VOSS Washers 
mean easier sales and a larger profit 
for all who cooperate. 


FLOATING AGITATOR SELLS 
VOSS WASHERS FT 
This advanced Suds - a - 
Rator washes in the clean 


than any other . Why churn clothes 
in the dirt that falls to the bottom? 


CONVINCING SHEET TEST 
Makes consumer sales easy. By placing a 


like number of sheets in a VOSS and in 
any bottom agitator washer, the advantages 
OSS 


$22,000 Consumer PRIZE CONTEST 


mond Jubilee Sales Plan—a plan that 
is making sales records for dealers every- 
where. 


Also VOSS Models equipped 
with gas engine power 





os DAVENPORT (OWA. 


Tie-in with ds. aationwide 
“Helpful Harry” Radio Broadcast 
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Vigor-Aire Humidifier 
Veriton Sporting Goods Mfg. Corp., 
127 S. Fifth St., Philadelphia, Pa. 

Device: Vigor-Aire humidifier. 

Description: Humidifies, cleans and de- 
nlorizes average 8 to 10 room house, 
othce or apartment; automatic control 
keeps a constant predetermined hu- 
midity at all times; fills itself and 
starts and stops automatically; evap- 
rates up to 12 gal. water a day; 
fits on any convenient radiator or near 
1 hot air register; easy to install. 

Price: $50.—Electrical Merchandising, 
October, 1935. 





Hankscraft 


Bottle Warmer 
Hankscraft Co., Madison, Wis. 

Model: Special No. 775. 

Description Automatic electric baby 
hottle warmer: heats any standard 
sized baby bottle to correct feeding 
temperature and shuts off automatical- 
ly; pink or blue porcelain. 

Price: $1. — Electrical Merchandising, 
October, 1935. 





Noyes Stoker 
BR. B. Noyes Co., 106 Hope St., 
Greenfield, Mass. 

Vodel: Junior automatic, anthracite 
coal stoker for 6 to 8 room houses. 
Description: Hopper holds 250 Ibs. coal; 

6 coal feeds from 2 to 12 Ibs. per hr.; 
1/15 h.p. GE motor; hand set con- 
trol; thermostatic control available at 
slight additional cost. 
Price: $200, installed.—Electrical Mer- 
handising, October, 1935. 


. 


Universal Food Warmer 


Landers, Frary & Clark, 
New Britain, Conn. 
Device: No. E 7980 food warmer. 
Description: Keeps meats, vegetables, 
etc. at serving temperature; 187% in. 
long, 9 in. wide; 150 watts; chrome 
plated, satin finish top, black enamel 
handles and feet.— Electrical Mer- 
chandising, October, 1935. 
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MERICA’S first oil well that marked 
the beginning of our petroleum 
industry, was drilled by E. L. Drake in 
Pennsylvania in 1859... . The world’s 
first practical heating element alloy, 
that created your market for heating 
appliances, was developed by A. L. 
Marsh in Evanston, Ill, in 1906. It 
is made of chromium and nickel, 
and is called Chromel (pronounced 
“Chrome-l”). This alloy forms its own 
protective coating of oxide which 
keeps the air away from the wire, itself, 
and accounts for Chromel’s fine dura- 
bility in the device. 


This protective coating gives you a talk- 
ing point on devices that are Chromel 
equipped. It is as simply understood as 
the protection which paint gives to iron 
or wood. Chrome! itself also safeguards 
the good reputation of trade-names of 
priceless value. This confidence of the 
device maker in Chromel has not come 
from our having asked for it, but from 
Chromel's trustworthy behavior over a 
long stretch of years. So, you are using 
good judgment when you invest your 
money and your good name in devices 
equipped with Chromel elements. 
Hoskins Manufacturing Co., Detroit. 


HROMEL 
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THE THAT MADE ELECTRIC HEAT POSSIBLE 
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/ Vescoautomatic 
electtic toaster 


Already welcomed in thousands of modern American 
homes—the toast of a Nation’s cooks—known for deli- 
cious food—its beauty, convenience, efficiency, econo- 
my ... all these facts combine to make the NESCO 
AUTOMATIC ELECTRIC ROASTER “A Gift Supreme”. 


Here is appeal in Beauty and Utility that is irresistible 
—an item that brings greater joy to the very heart of 
daily living — a gift that assures the year ‘round hap- 
piness which makes Christmas shopping a pleasure. 


The new NESCO Roaster with Automatic Signal Light 
Control will bring you new customers all the year; 
through every season — but it is an ideal Holiday 
Gift. Don’t fail to use it to your profit, and at once! 


NATIONAL ENAMELING 
AND STAMPING COMPANY 


Executive Offices. 270€ North Twelfth Street e Milwaukee, Wisconsir 


Factories ond Branches. New York New Orleans 


Baltimore Chicago 


Milwaukee Philadelphia Granite City, tl 





A Review of New Products 











Hankscraft 


Bottle Warmer Sets 
The Hankscraft Co., Madison, Wis. 


Description: Set No. 6731 includes No. 


673 new Junior bottle warmer to pink 
or blue with porringer and vaporizer 
set No. 5981 includes No. 598 warmer 
in pink or blue with porringer and 
vaporizer. 


Price: Set No. 6731, $3.95; No. 5981, $6. 


No. 673 bottle warmer also available 
as separate item at $2.95; No. 598 
warmer available separately, $5.— 
Electrical Merchandising, October, 
1935, 






Ford Fire Detector 
Distributed by W. F. Irish Co., 
265 W. 40th St., N. Y. C. 


Description: Ford fire detector alarm 


bell automatically gives alarm when 
temperature reaches 130°; self-con- 
tained thermostatic contacts for auto 
matic actuation; works on a.c. or d.c 
110 volts or 2-45 volt B batteries; 
plugs into any socket. 


Price: $7.50.—Electrical Merchandising, 


October, 1935. 
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Thermo-Roller 


Thermo-Roller Corporation, 

103 Park Ave., N.Y.C. 
Description: Body model, electrically 
heated and thermostatically controlled 
corrugated rubber roller designed for 
figure moulding 

Face model, scientific sheet roller de- 
signed for facial treatments; each model 
a.c. or d.c. 110-115 volts. 
Price: $12.75 each.—Electrical Merchan- 
dising, October, 1935. 


v 
Indicator Multiple Fuse 


Indicator Corp., Irvington, N. J. 

Description: Multiple fuse, equipped 
with 6 “indicator” fuses; blown fuse 
is indicated by neon light which glows 
when fuse is blown; slight turn of 
knob to right engages fuse link and 
lamp goes out; operates on either a.c. 
or d.c. 

Price: 25¢e. — Electrical Merchandising, 

October, 1935. 
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Power Chef Mixer 
Great Northern Products Co., 
1571 Merchandise Mart, Chicago, ! 
Model: No. 78 Power Chef Jr. Mixes 

whips, beats. 

Description: Portable motor, removab|: 
from base permits use at stove; fan 
cooled, a.c. or d.c. motor never e 
ceeds body temperature; 2 speeds 
self lubricating; 9 in. all-purpose ive 
ry opaque glass mixing bow]; revol\ 
ing, ball bearing platform; aluminum 
finish base and motor housing. 

Price: $5.95; juice extractor availab\ 
at extra cost.—Electrical Merchandi; 
ing, October, 1935. 





v 


GE Hotpoint lron 
General Electric Co., 
Mdse. Dept., Bridgepert, Conn 
Madels: Moderne automatic irons 
Description: Cat. No. 149F83, full size, 
3%, |b. iren; thermal switch with 
“off” position makes it unnecessar 
to disconnect plug; new thermostat 
with wide range of heat controls 
materials marked on dial; black Cal 
mold handle with integral thumb rest; 
double button nooks; duralumin sole 
plate and pressure plate; permanent! 
connected cord with spring cord pro 
tector; 100 watts, 115-125 volts, a« 
No. 119F84, 6 lbs.; identical in size 

and construction as 3% lh. Moderiic 
soleplate and pressure plate of cast 
iron. 

Price: $8.95.—Electrical Merchandising 
October, 1935. 








Glolite Tree 
The Glolite Corp., Chicago, Ill 
Eastern representatives: Kay @ Malitz 
225 Fifth Ave., N.Y. C. 
Device: Glolite Christmas tree lamp 
Description Christmas tree is made ot 
rayon visca in 6 color combinations 
tree measures 12 in. high; burns one 
5-watt bulb inside tree; light passes 
through 17 glass rods, giving the ef 
fect of 17 miniature lamps. 
Price: $2. complete with lamp and cord 
—Electrical Merchandising, October, 
1935. 







































Electromode Heaters 

klectric Aw Heater Co., 

iv. of Imerican Foundry Equtp. Co., 

Vishawaka, Ind. 

Vodels: 3 types, portable, built-in wall 
type and industrial type unit heaters. 
escrtplion: Cast-in electric heating 

init consists of a helicoil sheath wire 
type of resistance heater element cast 
integral with an aluminum fin type 
of grid; units made in various sizes 
in rectangular and round shapes; fin 
tvpe grids, the manufacturer claims, 
give greatest dissipation of heat in 
given area; heating units operate with 
1 maximum temperature of 250° F., 
10 hot wires or glow units.—Electrical 
Verchandising, October, 1935. 


+ 
Stok-Rite Stoker 


Chicago dlutomatic Stoker Co., 
14 N. Clinton St., Chicago, Il. 
Device: Spreader type stoker. 
Description: Burns cheap grades of coal 
and coke; hopper 300 Ibs. capacity; 
1/10 h.p. motor operates forced draft 
fan with regulating wings to govern 
amount of air delivered to ash pit, 
and fuel feed attached to adjustable 
hase; automatic control panel is oper- 
ited by room thermostat or tempera- 
ture gauge.—Electrical Merchandis- 
ing, October, 1935. 
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Superstar Toaster 
Ntern-Brown, Inc., 
3! 257 W. 17th St., New York City 
Vodel: “Aristocrat” 119 and 118W. 
Description: 2-slice, turnover type toast 
er; 475-525 watts, 110-120 volts; a.c. 
or d.c.; 119 chrome plated 118W 2- 
tone combination of black and chrome. 
Price: 119, $1.98; 118W, $1.79.—Elec- 
tz trical Merchandising, October, 1935. 
ot 
is 
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GE Hotpoint Hotplates 
General Electric Co., 
Vdse. Dept., Bridgeport, Conn, 
Vodels: 1191963, 129D62. 
Description: 119D63, single heat, open 
coil unit; Butler chrome plate and 
black satin finish; 6 in. diam; 660 
Watts, 

1291962, 2-heats—high, 1000 watts, 
low, 250 watts; open coil unit; chrome 
plate and black satin finish, black 
Calmold insulated lifting handles; 6 
in. diam., 115-125 volts. 

Prices: 1191963, $2.95; 1291D62, $3.95. 

Electrical Merchandising, October, 
1935, 
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Washing machine manufacturers 
value Sunlight motors for their mod- 
ern features of design, their rugged 
construction and their unvarying 
quality of service throughout years of 
operation. Washing machine dealers 
have a high regard for Sunlight’s sin- 
gular freedom from warranty work 


and repairs. They know that when 


they sell Sunlight-powered washing 


ft Fel Fed Fd belt Fd Pet dnl ELC) lll Sek Fe a? 


SUNLIGHT ELECTRICAL COMPAN 


OCTOBER, 1935 


TO MANUFACTURERS, 
DEALERS AND USERS ALIKE! 


machines they are sure to satisfy their 


customers. And washing machine 
users also value Sunlight motors. . . 
for their quiet, trouble-free operation 
and their dependable performance. 
Manufacturers, dealers and users 
—all profit by the use of Sunlight 
motors. A fact which explains why, 
today, Sunlight motors are used by 


many builders of washing machines. 
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Refrigeration Hints 


By William Toth 

Expansion Valve Servicing. A leaky 
expansion valve may be tested as fol- 
lows: Stop the compressor after the 
refrigerant is pumped into the receiver 
or condenser. (Of course the receiver 
valve is closed). Now, with a com- 
pound gauge on the low side service 
valve, open the receiver valve. If the 
pressure rises above normal and re 
mains there it is a sign of a leaky 
valve. 

If the valve is found to be leaky 
the receiver service valve and 
run the compressor till the compound 
gauge reads a vacuum of 20 or more 

hes. Now, counting the number of 
turns, turn the valve adjustment all 
the way in. Then open the receiver 
and let the liquid refrigerant 
flush through the valve to remove any 
sediment lodged therein. The expan 
sion valve adjustment is now turned 


C le yse 


valve 


out the number of turns it was turned 
in. If there are still symptoms of a 
leaky valve repeat the procedure. If it 


still leaks repair or replace it 

Adjusting Expansion Valves: Be 
fore adjusting the automatic expansion 
valve be sure that the refrigerator 
cabinet has been thoroughly cooled 
Attach the compound gauge to the 
low side service valve. For lowering 
the temperature less pressure is need- 
ed. This is obtained by turning the 
adjustment screw out on the expan- 
sion valve. For raising the tempera- 
ture more pressure Is needed and this 
is obtained “by turning the adjustment 
screw in 

Ihe should be 
turned only a small amount at a time 
and after an interval of 15 minutes 
the read. When think 
run the com: 
pressor for thirty minutes before tak- 
ing a final reading. When ok remove 
gauge, test leaks and collect fee 

Cleaning Clogged Expansion Valve: 
A dirt clogged expansion valve screen 
or sticky valve will be indicated by 
symptoms to those experi- 
enced if the valve leaks. There will 
be too little refrigerant on the low 
also no sound of liquid refrig 
erant passing through the expansion 
will be heard. The remedy is 
as follows: The receiver valve is clos- 
ed and the refrigerant pumped out 
of the liquid line by the compressor. 
The liquid line is removed from the 
expansion valve and the end of the 
with a plug or cap. The 
valve screen should now be accessable. 
It is cleaned or replaced. The liquid 
line may attached, the line 
purged and the connection tested for 
leaks 

Cleaning Internal Mechanisms: 
When the internal re- 
frigerator me hanism should be clean- 
ed with a high grade gasoline or car- 
bon tetrachloride. It is important to 
use these cleaning fluids because they 
dislodge and loosen sediment and the 


adjustment screw 


pressure you 


the pressuye is correct 


tor 


opposite 


side 


valve 


line closed 
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DEVOTED TO THE ADJUSTMENT AND REPAIR 
OF DOMESTIC ELECTRICAL APPLIANCES 


We pay for 


all acceptable ideas. 


Address Service Eprror, Electrical Merchandising 


330 West 42nd St., New York City 


Huids themself contain none. Also, 
they evaporate quickly. Dirt lodging 
in the flapper valves in the compressor 
or in the needle seat of the float valve 
or expansion valve are a source of 
much grief. Play safe and clean the 
mechanism well. ; 

Short Cycling: Generally due to 
rapid rise in pressure on the low side, 
caused by a leak at the float valve or 
expansion valve. A temperature con- 
trol whose differential is out of ad- 
justment also causes short-cycling. 

Cleaning the Interior: Borax is ex- 
cellent for this purpose as it does not 
scratch and is odorless. 

Porcelain Repairs: A special por- 
celain patching may be obtained -in 
almost any desired color. If white, 
the shade may be varied by adding 
a little blue ink. The crevice to be 
patched should be cleaned thoroughly 
by sanding with water sandpaper. Ap 
ply not too thin a mixture with a small 
hair brush. Having applied the cement 
smooth it even with the original sur- 
face with water sandpaper, then polish 
it with a soft piece of cloth or paper. 

Lacquer Finish Repairs: Clean the 
damaged surface by sanding with 
water sandpaper until the affected 
part is smooth, then clean with carbon 
tetrachloride. Place thin paper over 
the affected area and note the out- 
line of this damaged surface on the 
paper. Cut out the paper so that only 
the damaged area is exposed while the 
undamaged surrounding surface is 
protected. With the paper in place 
spray the exposed portion with a 
primer coat till all spots are covered. 
(Do not apply primer over paint). 
When this is dry spray with finishing 
lacquer, using two or three successive 
coats. After the last coat remove the 


paper and spray lacquer thinner over 
the repaired part and on its edges 
to blend the two surfaces together 
and also to remove any rough spots 
which may have been left in the dam- 
aged portion. 

Removing Ice Tray Stains: If trays 
are aluminum or copper dip them in 
a hot solution of lye and water for 
ten minutes. Two gallons of water 
to one pound of lye is ok. After 
dipping rimse the trays in running 
water, then dip them in a solution of 
vinegar and water for ten minutes. 
One quart vinegar to two gallons of 
water is proper. Rinse again and dry. 
Do not dip trays in the lye solution 
longer than 10 minutes and leave 
them there less if possible. 


Lamp Bank Appliance Tester 
By E. P. Waldo 


A bank of lamps connected in the 
diagrammed circuit is extremely use- 
ful when testing appliances brought 
in for repair 

Various size lamps may be screwed 
into provided sockets to meet any 


' 00996 









desired load requirement. A series 0) 
switches may be used to make tly 
circuit as flexible as one wants. | pe 
sonally prefer it in the simplified fo: 
shown, partially unscrewing lamps not 
needed to remove them from the « 
cuit. The bank is fastened to the back 
of my test bench. 

The device gives “flash"” to the 
work bench, impressing the custome: 
It prevents blown fuses, takes th 
fireworks out of accidental shorts 
prevents damage to appliances and 
helps speed up rough iron tests. 

A glance instantly tells appro, 
mately how much current is being 
drawn by any appliance under test 
A short will brilliantly light the 
lamps, giving instant warning. Fo: 
this reason I prefer the use of lamps 
rather than heater elements, even o1 
heavy loads. 


Motor Protection 


By Walter G. Christi 

Many present-day refrigerator 11 
stallations provide inadequate moto: 
protection. Fuses are frequently far 
too heavy for the job. Time delay 
fuses are recommended. 

The reason for this condition is not 
complicated to understand. An 8 an 
pere fuse is the smallest size whict 
can be depended upon to start a | 
hp. a.c. motor on a household refrig 
erator. Yet this same motor running 
under full load (after it has reached 
running speed) only draws 5 amperes 
Hence, it is evident that the 8 amper« 
fuse does not protect the motor fron 
overload. Rather it just protects the 
house fuse in case of a short circuit 
in the motor wiring. 

If the motor is overloaded becaus« 
of a slightly worn bearing or becaus« 
of high head pressure at the compres 
sor the motor will actually burn ou 
before the fuse blows. Time dela\ 
fuses, combining a fuse and a heater 
element, guard against this. The fus« 
itself is sufficiently strong to stand the 
starting current. And the heater ele 
ment melts the fuse if the overloa 
lasts more than several seconds. 

Many manufacturers recognize thi: 
danger and use heater elements to pro 
tect their equipment. For instance, 1 
the current models of “Frigidaire” the 
motors are so protected. In the Supe: 
and Master models the element is lo 
cated in the switch. If a motor devel 
ops a bad bearing or a bad necklace 
or if the compressor is working unde: 
high head pressure, the refrigerato: 
will refuse to run until the trouble i: 
corrected. The switch kicks out a 
soon as an overload heats the element 
The customer has to manually re-start 
the job each time the switch cuts out 

The heater elements are specificall) 
designed for particular motor used 
Thus, if a d.c. motor is replaced by 
an a.c. motor, the switch will kee; 
kickino out because the a.c. moto: 
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Manufacturers issue new booklets, leaflets and other printed 


material from time to time which can be of considerable help 


to electrical merchants not only in selling but in buying as 


well. Listed below are some of these recent pieces of literature. 


If you are intérested in securing copies of this material, put 


a circle around the key number of the coupon and we'll pass 


on your request to the various manufacturers at no cost to you. 


SOLDERING-~ A booklet showing the secret 
of how to do a good soldering job is put 
out by Vulcan Electric Co. No. 1 


WASHERS & IRONERS are money-savers 
for the housewife, and this saving is drama 
tized in Horton Mfg. Co.'s new bank plan 
to help dealers meet the “No money” ob 
jection. No. 2 


FINISHES play a great part in the sale of all 
major electrical appliances. Dealers and man 
ufacturers alike will be interested in the 
many tests and features described in du 
Pont’s ‘'Sellifig Made Easier.” No. 3 


OIL BURNERS also designed to take care 
of hot water needs in all seasons‘are describ 
ed in the material of Anchor Post. No. 4 


RANGES in the new Electromaster line, pre 
sented in a booklet they issuc, have been de 
signed with a good eye to sales. No. 5 


RADIO’ s latest models trom General Elec 
tric are beautifully illustrated and completely 
described in a recent series of sheets they 
issue. No. 6 


TOASTER and hospitality tray are now sold 
with a folding stand——a feature sure to appeal 
to lots of customers. Described in the latest 
Waters-Genter mailing. No 


‘'V’ BELTS for over 200 makes of washers 
and refrigerators are shown in the B. I 
Goodrich booklet. No. & 


WASHERS can be sold profitably to farms 
without electricity, as dealers can read in ma 
terial got out by Briggs & Stratton. No. 9 


OIL HEATING—May Oil Burner tissues a 
handsome booklet illustrating every detail of 
their heating system and its advantages. No 
10 


WASHERS in the Faultless line are display 
ed interestingly in a series of sheets for deal 
ers issued by Holland-Rieger. No. 11 


REFRIGERATOR PARTS for replacement 
are all shown in a Harry Alter catalog need 
ed by many dealer. No. 12 
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OIL FURNACES—Models made by Electrol 
are described with specifications in their re- 
cent mailing piece. No. 13 


WASHERS—-A booklet to help dealers sell 
more washing machines, which also points 
out their own good features, is put out by 
Apex Rotarex. No. 14 


BATTERIES-—dealers will find battery sell- 
ing-points for the Bright Star line described 
in their latest catalog. No.-15 


WATER HEATING system of H. A. Thrush 
& Co. is set forth in a booklet filled with 
digrams, showing how it can be applied 
to any boiler. No. 16 


WASHERS in a new model are described 
in the recent literature put out by Voss Bros 
No. 17 


STOKERS represent a profit opportunity for 
many appliance dealers, as suggested in the 
mailing piece got out by Iron Fireman Man 
ufacturing Co. No. 18 


HOME APPLIANCES of every kind from 
the new electric serving table and hostess 
tray to appliances for the kitchen and laundry 
are shown in a handsome booklet from Hot 
point. No. 19 


LIGHTING-—New home lighting fixtures 
full of sales possibilities are shown in a new 


Lightolier booklet. No. 20 


STORE DISPLAY TABLE for the open 
table merchandising of wiring devices 1s 
shown in the literature of J. D. Warren Mfg 
Co. No. 21 


W ASHER & IRONERS and the selling plan 
of Altorfer Bros. are described in their recent 
mailing piece. No. 22 


WIRING DEVICES and cords are included 
in the catalog issued by Marks Products Co., 
which also shows their new counter display 


No. 23 








WASHERS & IRONERS in the Barlow & 
Sellig line are exceptionally well illustrated 
in a booklet which gives the whole story of 
their manufacture as well as their many sales 
features. No. 24 


OIL BURNERS can be sold by electrical mer- 
chants to modernize old heating plants, as 
featured in a booklet issued by Cleveland 
Steel Products. No. 25 


PORCELAIN ENAMEL is a material every 
dealer can sell forcefully after he gets the 
story on its manufacture and qualifications 
from an interesting illustrated booklet issued 
by Porcelain Enamel Institute. No. 26 


CLOCKS in new models are shown in the 
latest dealer booklet from Warren Telechron 
No. 27 


REFRIGERATORS made by Gibson Elec- 
tric Refrigerator are shown with their many 
sales features in the company’s latest catalog 
booklet. No. 28 


IRONERS in a new model which will appeal 
to every customer with a small home are 
described by Hurley Machine Co. in their 
new broadside. No. 29 


LAMPS of many I. E. S. types, as well as 
several attractive indirect lighting types, are 
included in Aladdin Manufacturing’s latest 
piece. No. 30 


RANGE Sales Booklet issued by The Stand 
ard Electric Stove is a compact manual to 
help dealers make more sales in their terri 
tory. No. 31 


WASHERS, gasoline and electrically power- 
ed, are shown in recent catalog sheets got out 
by General Electric. No. 32 


LIGHTING—Wakefield Brass has some 
novel lamps and fixtures which are shown in 
their latest booklet. No. 33 


DEALER LIT 
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like to see copies of them. 
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GENERAL @ ELECTRIC 


AUTOMATIC ELECTRIC 
SERVING TABLE 


SB New! 
Profitable! 


Volume 
Building! 


$13.95 


LIST 


Here is the only Automatic Electric Serving Table on the market — an 
attractive and highly useful piece of electrified furniture, which will fit right 
into the scheme of things for the modern hostess . . . It will assist you to 
inerease the value of your average unit sale, at an attractive profit margin 

it provides the means of offering an ensemble of table appliances with 
the Automatic Electric Serving Table at an attractive price, but sufficiently 
great to provide for time payment. 

futomatic! To set up, merely hold table top out and the leg» will drop 
into position. To fold up, just lightly lift center brace, turn up and it will 
fold inte flat position 

Electric! Equipped with serviceable G-E triple convenience outlet and 
8foot detachable cord set to attach to close-by baseboard outlet. Three 
sppliances can be used right on the table by connecting cords to the triple 
convenience outlet, attached under table top. 

Construction! The top is of genuine five-ply American Walnut veneer in 
two-tone effect, 30 inches square. The legs are of seamless metal tubing, 
finished in baked-on golden brown enamel. Equipped with rubber feet it 
will not serateh even the finest floors. 


AS A SERVING TABLE AS A CARD TABLE ON THE SUN PORCH 
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APTERK THE CAR!) GAME AS A PIRKEPLACE SCREEN 
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hey © table and within fireplace to ad 
™ — a few minutes vantage Pro- 
‘\ S35 aad luncheon will be vides handy place 

x e all ready for frequent use 
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See this exclusive Automatic Electric Serving Table TODAY. Get in 
touch with your General Eleetrie Hotpoint Distributor. 


GENERAL (3 ELECTRIC 


MERCHANDISE DEPARTMENT, GENERAL ELECTRIC COMPANY. BRIDGEPORT. CONN 
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Frances the delight of eating 


helpimas. Provides deal becomes a pleasure to use nt No m the sunlight. Meals can be 
for coflee of dessert more acrobatic stunts m setting prepared cht at the table and 
me for wt te he served up the card table for brodge can be kept warm indefinitely 








draws more current. If an a.c. motor 
is replaced by a d.c. motor the new 
motor will not be protected. 

Whenever a burned out motor is 
replaced the serviceman should, of 
course, determine why the original 
burned out before installing the new 
one. This is just common sense. Check 
the size of the fuse or heater element. 
It must have been the wrong size. 
Check the fuse receptacle or the heater 
connections, making certain that some 
other serviceman has not shorted out 
the protective device. Next, find the 
cause of the overload. Check the mo- 
tor bearings for play, check the belt 
tension, check the compressor for lack 
of oil or excessive head pressure. 

Several weeks ago the writer ser- 
viced a “Kelvinator” of ancient vint- 
age. The % hp. “Century” motor was 
burned out. In going through the test 
routine the front bearing was found 
to be badly worn due to lack of oil. 
A check of the fuse disclosed a 15 
ampere size. The full load current 
found on the nameplate was only 5.8 
amperes. On questioning the owner it 
was found that this was the third mo- 
tor replacement. Evidently my predec- 
essor did not check the fuse size. Nor 
had he warned the customer about the 
necessity for frequent oiling of the mo- 
tor and periodic adjustment of the 
belt. 

The following table gives the rec- 
ommended size of time-delay fuses for 
use with motors: 


Hp. 110ac. 110 dc. 
1/6 4.5 2.5 
1/5 5.6 3.2 
1/4 6.5 4.5 

7 


Motor Segment Cleaner 


By Roger H. Hertel 

A handy tool for cleaning the seg- 
ments of motor and generator com- 
mutators can be made of a hacksaw 
blade. Grind the blade to a point with 
the apex at one edge and use the 
point to pick out oil and dust rot in 
the mica spacers, the regular blade to 
cut the mica down after the commu- 
tator has been properly sanded on a 
lathe. 

Many so-called shorted turns on 
armature windings may be traced to 
oil or dirt-rot shorts between seg- 
ments. This shows up as a burned, 
blackened portion of mica. Oil col- 
lecting on the spacers is burned by 
sparks between commutator and 
brush, causing carbonization. 


Cleaner Cord Extension 
By H. A. Everest 


Cleaner cords are too short to per- 
mit the cleaning of more than one 
room without moving the plug to an- 
other receptacle. This is annoying to 
many women as the receptacles are 
low down on the baseboard and not 
easy to reach. 

I extend cleaner cords from 15 to 
18 feet over and above the original 
length and my customers seem to like 
it despite the increased bulkiness of 
the cord. To carry the extra wire it is 
sometimes necessary to extend the 
hooks by slipping a 5 inch section of 
4 inch rubber tubing over the orig- 
inal hook. A reasonable charge is made 
for this service and it is helping my 
business. 





Electrical Merchandising has received 
several requests for forms suitable for 
billing appliance repair customers. Here's 
a novel and effective one, devised by man- 
ager Mankell of the Electric Appliance 
Company, Wheeling, W. Va. A promisory 
note, appended to the bottom, insures pay- 
ment of the bill. Many customers prefer 
to pay cash, rather than sign the note. 


Washer, Sweeper, Heater 
Repair Check Sheets 


By F. V. Golitz 
The following combination check- 
sheets and ¢stimate sheets, used in the 
Allegheny Vocational School's ( Pitts- 
burgh Public Schools) appliance train- 
ing course will, no doubt, be useful to 
men actually at work in the field. 


WASHER CHECK SHEET 


Check entire Machine for Broken Parts 

Remove Casters—Place machine on stand 

Check Cord—Switch and Attach. Plug 

Test without Load 

Remove Wringer Rolls—Check for Breaks 
or Wear 

Check Wringer Roll Bearings and Reverse 
Case Bearings 

Remove Wringer Reverse Unit Cover 

8. Check Wringer Reverse Clutch 

9. Chck Wringer Reverse Clutch Gears 

0. Check Wringer Reverse Clutch Shoe or 

Eccentric 
11. Remove Tub or Cylinder—Check Bearings 
and Pivots 


Vivant 


> 


12. Check Tub or Cylinder for Breaks or Leaks 
13. Remove Tub or Cylinder Drive Unit Cover 


14. Check Tub or Cylinder Drive Clutch 


15. Check Tub or Cylinder Reverse Mechanism 


16. Remove Reducing Unit Cover 

17. Check Vertical Drive Shaft and Bearings 

18. Check Worm, Worm Gear and Bearings 

19. Take apart Wringer Reverse Unit— 
Inspect Parts 

20. Take apart Tub or Cylinder Drive Unit— 
Inspect Parts 


21. Take apart Reducing Unit—Inspect Parts 
22. Clean all parts thoroughl 


23. Remove Motor from Machine 
24. Clean, Repair and Test Motor 
25. Lay out Parts for inspection by Instructor 


26. Look up Parts name, number and list 
ice—Figure cost 

27. lean—Remove Paint—Scrape Frame 

28. Repair and Clean Tub and Cover 

29. Scrape and Shellac Wringer Frame 

30. Buff Metal Wringer Parts 


31. Sandpaper or Make up new Wringer Rolls 


32. Assemble Wringer Frame 

33. Assemble Wringer Reverse Unit—Pack 
with Grease 

34. Assemble Tub or Cylinder Drive Unit— 
Pack with Grease : : 

35. Assemble Reducing Unit—Pack with Oil 

36. Remove Washer from Stand—Clean and 
Attach Casters 

37. Check with full load—Take Meter 

Readings—Amps. 
aint Frame—Polish Copper—Lacquer 
Tube and Cover 


VACUUM CLEANER CHECK SHEET 


Check Over Machine for Broken Parts 

Check Cord, Switch and Attach. Plug 

Test on Vacuum Gauge 

Remove Bag and Handle 

Remove Nozzle 

Remove Fan Case 

Check and Remove Casters 

Remove Carbon Brush Caps, Springs and 
Brushes 


1. 
2. 
3. 
4. 
5. 
6. 
» a 
8. 
9. 
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Tl lake Apart Motor 
" Clean and “Blow Out’ Motor Case 
and Parts 
Check Motor Lead 
Check Armature Shaft and Bearings 
Test Armature for Grounds, Opens 
and Shorts 


Turn Down and Undercut Commutator 


Check Motor Field Coils for Dil Saturation low 


| Buff Motor Case, Fan Case, Nozzle, etc 
. Assemble Motor 

Space and Attach Fan 

Assemble Cleaner 

Clean and Attach Casters 

Clean, Repair and Attach Bag 

Reconnect Cord to Switch and 

Auach. Plug 
Re-test on Vacuum Gauge 
Test with Meters 


ELEC. HEATED APPL. OPERATION SHEF1T 


Check Over Appliance for Broken Parts 
Check Appliance with Meters 
Volts Amp Watts 


4 Check and Re-connect Cord 
to Attach. Plug 
1 Take Apart Heater Plug 
5 Check and Clean Heater Plug Contacts 
6 Re-connect and Assemble Heater Plug 
Check Prongs 
~ Remove Handle and Cover 
9 Check Element for Grounds, Opens, 


and Shorts 

0 Remove Element Cover 

i Remove Prongs, Clean or Make-up 
New Prongs 

12 Braze or Repair Element 


13 Check and Repair Thermostat 
14 Adjust Thermostat 

15 Buff All Parts 

1¢ Assemble Appliance 


1 Check Appliance with Meters 
Volts Amp Watts 


Fishing Long Snakes 


By Charles H. Church 

In finishing a difficult or long fish 
with two snakes from two bored 
holes tie about four feet of chalkline 
or string on the head of one of the 
snakes, push in by the other snake 
then pull back a little. Rotate the 
other snake slowly, at the same time 
pulling it toward you. This will wind 
up the cord and the other snake can 
be easily pulled out. ; 

This trick is a time-saver, particu- 
larly when working alone on old 
planked houses such as are found in 
New England, having timbers some- 
times a foot thick. 


Refrigerant Hints 


A small amount of inert tear-gas is 
usually included in methyl chloride re- 
frigerant. “Coryza” (anti-chlorine) 
tablets, obtainable from any druggist, 
relieve the effect of this warning 
agent. 

* . * 

Test for SO: ... Use a feather 
dipped in a 28 per cent solution of 
ammonia. A white smoke indicates 


leakage. You can smell it but the trick 
is to find it! 
7 * ” 

Test for Carrene . . . Use an alco- 
hol blowtorch. It will produce a yel- 
flame, normally, but leakage will 
turn it green. 

* * . 

Test for Methyl Chloride . . . Use 
an alcohol torch. Attach a piece of 
rubber tubing over the breather tube 
and play the end of the hose around 
the joints. 


MAKES and MODELS 


NATIONAL (Washer) Gears 
driving wringer roll would not mesh 
with drive shaft gears .. . Found that 
the gears were in good shape but that 
the egg-shaped disc shown in the ac- 





Spot that wa. 
we/dea 





companying drawing was a little flat 
on one side. This disc moves the gears 
on the roller shaft to the drive shaft 
gears. | had a spot about 4 inch weld- 
ed on the point of the disc as shown 
and the wringer worked as well as 


when new.—G./1.D. 
SEARS-ROEBUCK — (Washers) 
Noisy operation . . . Try Thor or 


(5.E. motor couplings. Sell these, too, 
to home workshop users. 


THOR (Washer) Stuck agitators 
will not develop if customers are in 
structed to remove the agitator each 
time it is used, cleaning it thoroughly 
and simply laying it in the tub until 
the machine is required again. Soap 
suds and zrease, remaining on the post 
between washdays, hardens and causes 
sticking. It is also good policy for the 
user to loosen wringer rolls, leave the 
lid of the machine slightly tipped. If 
agitator, due to hardening of suds and 
grease, does stick .. . Hold a hammer 
against the agitator post at the top 
and strike the other side of the post 
two or three sharp blows with a sec- 
ond hammer. Then lift the agita- 
tor off. 


; WE rst FOR. pT MESS. 
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HERE’S HOW— 





NEW 


DOUBLES 
DEALER 
PROFITS 


A “protected profit” line of washers that guarantees to 


meet your every type of competition, with FULI 


PROFIT to you 


A financing plan that gives you a FULL floor stock 
at your former cost of carrying one or two models 
Also handles all your paper for you 


Selling and merchandising help right in your own com- 
munity, that MOVES washers for you. 


Investigate. Mail coupon 


USE THIS COUPON 























+r , ' ° 
TODAY for full particulars. ' One Minute Washer Co., Newton, la ' 
2 : Without obligation send me full details + 
One Minute Washer Co. ‘ of your new 3-Way Profit Plan : 
4 H 
NEWTON — IOWA $  Neme 
H 
eee iby were : 
Y 
— You Appliance Dealers 
pp . 
} 
who are located in the smaller 38 per cent 
anes and towns of the United . 
States (10,000 population and less ) When it comes to children, the 
probably do not realize just how small towns of America have it al 
many people you have in your over the cities. There are nearly 
coieeaeil 914 million children under } 
| years of age in the small towns ot 
For instance, do you know that America. SIX cities the size of 
there are 8.62 3,2 families if New York do not have as Ma 
towns of 10,000 populanon and as that, and TWELVE cities the 
less in the United States’ That is size of Chicago have far fewe 
equal to FIVE cities the size of children 
| New York and TEN cities the size 
of Chicago—with 200,000 families It 1s in the small cities and town: 
t) spare! Combine all the cities in Of ‘this country that you find rea 
the United States with a popula stability—people owning their ow! 
tion of 115,000 and over and still homes, big families and merchar 
there are not as many families as dise usually selling with a profi 
in all the towns of 10,000 popu to the dealer (which is not always 
lation and lecs crue in the cities where cut-throat 
| +a competition thrives ) 
The family that owns its own 
home ts a pretty good prospect for The HOUSEHOLD MAGA 
electrical appliances. Well, do you ZINE has 1,850,000 subscribe: 
} know that 54 per cent of the na in the small towns of America. It 
| uve white families in towns of 10 is the one advertising medium that 
| 000 and less populanon own their lelivers the greatest help to smal 
own homes, whereas in New York town electrical dealers. May w 
City it 1s only 21 per cent, in Chi send you a sample copy of our 
cago 25 per cent, and in Detroit publicauor 
The 
HOUSEHOLD MAGAZINE 
ARTHUR CAPPER, Publishes TOPEKA, KANSAS | 
New York Chivag Cleveland Detroit San Francis 
| 
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disease that cripples electrical cords— 


ORDITIS 


Beware Vos appliances 
equipped with old-fashioned, break- 





able plugs and cheap, sub-standard 
wire. They will soon be useless— 


victims of Corditis. 


A smashing series of advertisements 
in Saturday Evening Post, Time, 
and Good Housekeeping, is telling 
many millions of appliance users 
about Corditis. They are learning 
that plug and cord troubles are 
eliminated when it’s a Belden Elec- 
trical Cord—easily identified by the 
name Belden on the unbreak- 
able soft rubber plug—perma- 
nently attached at the factory. 
Be sure the appliances you sell 
are safe from CORDITIS. 


Belden Manufacturing Company 
4663 W. Van Buren St., Chicago 


| a oe a a ee om Oo oy 
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Campaigning 
the Home 


NTIL the spring of 1934 the 

merchandising of home electri- 

cal laundering equipment never 
had been pushed in New Orleans as 
vigorously as we felt the market war 
ranted. Scattered dealers here and 
there occasionally ran washing ma 
chine advertising and all department 
stores and furniture stores and most 
hardware stores took orders for the 
merchandise, but made no united et 
fort to sell the idea of electric laun 
dry equipment. 


Realizing that such equipment is 
a fairly high priced article of sale, 
we came to the conclusion that no 
widespread sales campaign could be 
effective until all dealers could be got 
ten together and some satisfactory me- 
thod of term payment arranged. 


Consequently, in the spring of 1934 
our Residential Sales Manager, Mr. 
Ik. N. Avegno, (a great deal of whose 
work lay in dealer contact) made a 
survey of the situation, as a result 
of which our first electric laundry 
equipment campaign was developed. 
This campaign, designed to extend 
from July 1 to 31, had as its main 
feature terms as low as $2 down and 
$2 a month offered by all dealers; 
New Orleans Public Service Inc., 
when the dealer desired, purchased the 
dealer’s paper. A sale was made by 
the dealer who delivered the appli 
ance purchased and had the individual 
customer sign a contract in duplicate 
(contract form turnished by Com- 
pany). The dealer collected and re 
tained the down payment of not less 
than $2. Arrangements were made so 
that the dealer could get in touch 
with the Credit Department of the 
Company before the contract was 
signed, to obtain the customer’s stand- 
ing and to find out the name of the 
customer according to the Company’s 
books. When the sale was made, the 
purchaser signed an order form at the 
lower end of which was a cash re 
ceipt blank. The duplicate of this cash 
receipt blank was filled in at the time 
the sale was made and given to the 
purchaser. When the appliance was 
delivered the purchaser signed the 
original, and the duplicate of the pur- 
chase order showing receipt for de- 
livery. The dealer then completed the 
assignment on the original copy, trans- 
ferring his right, title and interest in 
the contract to the Company. 

Within thirty days of the date of 
assignment of contract to the Com- 
pany, the dealer received payment for 
such paper in accordance with the 
stipulations of the general contract. 
No deferred billing covering the un 
paid balance of more than $100 on 
any one item of merchandise was in- 
cluded under this plan. Payments 
were arranged to extend over a period 
of no more than 30 months. 
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How the New Orleans 
Public Service Company 


1,972 washers and 


ironers in a 60-day cooper- 


ing ative drive 


mg_aundry 










By J. C. Barnes 


Advertising Manager, 
New Orleans Public Service Co 


The amount of tie-in advertising 
run by dealers was most gratifying 
and as the end of July approached, 
an urgent request on the part of deal- 
ers prompted the Company to extend 
the campaign through August 15. At 
the outset of this campaign the Com- 
pany set a tentative quota of 700 ma- 
chines and long before the thirty-day 
period was over, sales had far exceed- 
ed this quota. During this forty-five 
day period 1,254 washers and 28 iron- 
ers were sold, the average price of the 
tormer being $65.99 and the latter 
$49. 

Ot all co-operative endeavors that 
have been promoted by this Company 
this electric laundry equipment cam- 
paign was received with the greatest 
enthusiasm by dealers. 

Shortly after the first of the year 
1935, dealers began pressing us to put 
on a similar activity this year, and it 
was at their request that the months 
of April and May were chosen. 

This year’s activity was based along 
the same lines as the preceding year. 
Seginning on April 1, it was original- 
ly scheduled to last through May 
31, but again at the request of deal- 
ers it was extended through June 21. 

The down payment was set at $1 
plus the odd cents in the purchase 
price. For example: A washer selling 
for $74.50 could be bought for $1.50 
down and the remaining $73 financed 
over a period of thirty months. The 
quota was set for 1,500 machines. Ac- 
tually 1,972 pieces of laundry equip- 
ment were sold during the campaign. 
The average price of the equipment 
was slightly better than $60 per unit 
and we were greatly interested to 
learn that the average price of equip 
ment sold by dealers exceeded that of 
equipment sold by our company. Of 
all equipment sold in this 1935 cam- 
paign more than 50 percent of the 
sales were financed by the New Or- 
leans Public Service Inc. 

The theme of the 1935 campaign, 
insofar as advertising was concerned, 
was the extremely low cost of op- 
erating these appliances. Four 1,000 
line newspaper ads, each appearing in 
the four local newspapers, were pro 
duced as well as street car and coun 
ter-display cards. An even greater 
amount of tie-in advertising was noted 
in 1935 over 1934. : 

One of the reasons for the requested 
extension of time in this campaign 
was to take in a five-day Electrical 
Show (June 16-17-18-19-20) put on 
by a local newspaper, under the spon- 
sorship of the Electrical Association 
of New Orleans. Of the fifty-four 
booths at this Show, approximately 
half displayed laundry equipment as 
part of their exhibit, and all reported 
brisk interest in the equipment, a size- 
able number of real prospects and a 
satisfactory number of floor sales. 





thumbed to death ! 


It took New Yorkers just two weeks to 
thumb this classified telephone direc- 
tory into retirement. (The photo has not 
been retouched.) 


Such popularity is bad for the book, 
but good for the firms listed in the 


‘yellow pages.’ 


Surveys show that more than 85% of all telephone sub- 
seribers use the classified telephone book to help them 
with their buying—to learn “where to buy it.” The 
photograph above confirms the findings of the surveys. 

Put this popularity to work for you. See that vou are 
adequately represented in the classified ...that you are 
listed under all of the major products you sell... and 
' 


under the names of the advertised brands you carry! 


Telephone your local Directory Representative. 


ELECTRICAL MERCHANDISING — OCTOBER, 1935 





fO2ng Sr 


> TtIs¢. ~ 
2-4) 





General Electric is one of many advertisers 
who identify their dealers in this way. You 
get extra business by listing your name under 
the brands you sell 
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Dealers: Sell Her 
BEAUTY - HEALTH 
LEISURE - SAVINGS 


with conditioned water 


Because of these basic appeals, it ts easy 
home-prospects the new Permutit 
Kater Softener. made by the world’s larg 
la ilacturet { water conditioning 
pmer 

nditioned water ippeals to the 
‘ wn in the home because it brings 
src s Waller logs her pores, 
ake~ her hair dull and etringy alter 
ny ig health the suspended matter 
~olved minerals in untreated water 
‘ ‘ langer the well-being of her fam 
oft water rinses dishes 
mopletely ean and speeds up wash 
' ind savings oap bills are cut in 
with softened water, linens and deli 
thes last longer, piping troubles 

e eliminated, and fuel is saved. 
lhese are the strongest arguments for 


sule to the home. And vou can dem 
mstrate all these benefits right in the 
ct's home. A beautiful chromium 
ated demonstrating unit, weighing only 


if attached directly to the 


pounds, 
rospect’s faucet. She uses it for two days, 
ree of charge, and proves the value of 
ft water to herself 


We want dealers «\ will aid the 


Ivertised convemence to their other lines of household 


ppliances. You'll make extra profits year-round 
hts. A number of exclusive territories are sull avail 


end this coupon now for complete details 





The Permutit Company 
Room 711, 330 West 42nd Street, New York City 


Piease send me, with t obligation, complete letaile of your 


and ¢ plan op honey making propositen 
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(?lues to 


WASHER SALES 


DEMON DEMONSTRATIONS 
Fringe gee pn dealer ran a 


series of ads announcing “Free 
Demonstrations in the prospect's own 
home’... “Have Us Do a Week's 
W ashing Free” eee “We'll Be Your 
Laundress” . . . “We Launder For 
Nothing” were some of the captions. 
One washer was used for these demo's 
over a period of three months . . 
demonstrated in 52 different homes 

result 31 sales and original ma- 
chine sold for $150.00 cash. 

Another dealer uses his touring car 
as a demonstrator. A special rack on 
the rear carried the washer. Fither he 
unloaded it, and demonstrated wher- 
ever convenient, or he would wash 
in the driveway or road, using cold 
water, and garden hose, or pails. Ex- 
tra long cord, towels, etc., were car- 
ried to meet every emergency. Other 
dealers use their window to show 
demonstrations. 

A striking demo is done by a sales- 
man with a blanket, to which he sewed 
buttons, a dollar watch, tea-strainer— 
trinkets of various kinds. He empha- 
sizes the gentleness with which his 
wringerless machine washes and dries 
by putting this blanket through every 
stage of the process of washing and 
drying. 

To dramatize the demonstration, 
inother dealer has his prospect hold 
a stop-watch on him while he demon- 
strates .. . then he makes her do the 
next batch. Don’t just demonstrate 
TO the prospect . . . make them do 
some of the work. 

A leading salesman closed “hard 
prospects” by washing and drying his 
overcoat, after the usual demonstra- 
tion had failed to clinch the sale. 
While the coat was hamging up for 
its final drying he improved the time 
to get home his strongest arguments. 

A striking demonstration was that 
of the dealer who washed and dried 
thousands of dollars in old bills. The 
police guard lent authenticity. Local 
newspapers gave him much publicity. 
His bank also profited considerably 
by the advertising. 


ADVERTISING THOUGHTS 


A Spokane dealer uses fairly large 
space in local papers to combine con- 
sumer and “salesman wanted” appeal. 
In each ad on a washer or large ap- 
pliance was an insert reading: “Sales- 
men wanted to demonstrate the B—— 
Washer. Permanent work for the 
right men.” 

Another dealer prints a large cut 
of his washer in green or blue ink in 
the center of his stationery. Each mes- 
sage that goes out is typed over this 
illustration. It can’t be missed. An- 
other firm features appliances down 
the left-hand margin of its letterheads. 
Another has a small flap on the left- 
hand side on which is printed pictures 
and data about laundry appliances. 
Another uses the backs of stationery 
to reproduce testimonials. Others 
make good use of the firm envelopes 
to advertise their products. 

One dealer runs a “missing letter 

ontest’”’ in local papers. Fach ad of 


his appliances has a “typographical 
error” a missing letter or mis- 
spelled word. To the first persons re- 
turning the correction, he gives an 
inexpensive merchandise prize, or an 
allowance on a major appliance. One 
of his most effective ads was headed 
“LADIES ONLY” and _ results 
showed that men as well as women 
read it. 

Another merchant runs liners in 
the society columns of his small town 
paper such as “Mrs. Ilenry Bingham 
is enjoying the use of her new———— 
Washer recently installed by————.” 
Others feature “special inducements” 
such as waffle-irons, toasters, percola- 
tors, etc., offered for a limited period, 
with washer or ironer, at the price of 
the major appliance. The laundry-bas- 
ket, clothes-hamper, ironing-board and 
other laundry products are frequently 
featured as “premiums”. One dealer 
periodically gives a new electric iron 
with each new washer sold. 


SILENT SALESMAN KIT 


A quota-making salesman attribut- 
ed his success to his “kit”. This 
was a “scrapbook”. In this he col- 
lected all the information about his 
own, and competitive washers, in- 
struction books, literature, records, 
etc. He claimed there never was a 
question any prospect could ask him 
about washers he could not answer. 
His book contained articles and bul- 
letins on laundering, soap, soft and 
hard water, etc., from Good ITouse- 
keeping, Electrical Merchandising, 
(Governmental and State Bureaus and 
other authorities. There were photos 
of homes, and laundries in which he 
had installations, testimonials from 
users, sales data from the factory, etc. 


OLDEST WASHER CONTEST 


Several Western distributors and 
dealers staged an “Oldest Washer 
Contest’. A prize of a brand new lat- 
est type washer was offered for the 
“oldest motor-driven washing ma- 
chine’”’ in the territory. Other prizes 
were offered for second and_ third 
eldest, and for the oldest hand-operat- 
ed washer. Important people were 
made judges. Newspapers, windows, 
bill-board and radio were used to pub- 
licize the. contest. The local papers 
devoted much space to it. The local 
papers were made at a local theatre 
(which enabled dealers to give away 
tickets) and the “Oldest Washers” 
were displayed in dealers’ windows. 

One dealer tied in with an “Essay 
Contest” offering prizes for the best 
essays on washing appliances. These 
were printed in the local paper and 
the awards were made in the local 
school, the judges being the editor, 
a local home economics teacher and 
a prominent local movie actor. 

A Southern California dealer, by 
inquiry, found that one of his custom- 
ers was 84 years “young”. This led 
to a contest for the “Youngest and 
Oldest User’. A local photographer 
agreed to take free photographs of 
contestants and these were used, with 
testimonials, in local papers and on 
hand-bills and circulars. 
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*PYREX TOP 
FUSE PLUG 


TEXTOLITE TOP 
FUSE PLUG 







HANDY PULL 
HEATER PLUG 


TWIN TAP 


TRIPLE TAP 


HEATER CORD SET WITH 
| UNBREAKABLE PLUG 


These G-E Wiring Device Items — 
fuse plugs, heater cord sets, twin taps, 
etc. — are needed everywhere. They 
are “repeaters” constantly in 
demand effortless to sell 
profitable. 

Display these G-E Wiring Devices in 
the window, on the shelves and coun- 
ters of your store. They are attrac- 
tively packaged and take up little 
space. They bring in customers and 
prospects... give you the opportunity 
to sell higher-priced appliances. Aim 
these “little repeaters” at your cus- 
tomers .. . and watch the PROFITS 
roll in. For complete information see 
your G-E Merchandise Distributor or 
write Section D-1910, Merchandise De- 
partment, General Electric Company 
Bridgeport, Connecticut. 

*Reg. U. S. Pat. Off. 


GENERAL 


ELECTRIC 
WIRING DEVICES 


| MERCHANDISE DEPARTMENT 
| 





GENERAL ELECTRIC COMPANY 
BRIDGEPORT, CONNECTICUT 
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BRUSHES 







THEY’RE MORE THAN 


“Just a Bit of Carbon” 


e When it is considered that 
the allowable time for commu- 
tating current in a coil rarely 
exceeds one one-thousandth of 


a second... 


@ And that each type of motor 
has certain definite require- 
ments to be met regarding 
short circuited coil voltages, 


et cetera.. 


@ And the corresponding fea- 
tures of electrical resistance, 
carrying capacity, hardness, 
dimensional characteristics and 
shunt assemblies must be ac- 
curately and uniformly repro- 


duced in each brush.. 


**Any Old” piece of carbon 
won't do. 
Equal to the original and fre- 


quently superior . 


Ohio Carbon Brushes are pre- 
tested for their recommended 
applications. 


Send for the new handy 
pocket edition of Catalogue 
19-B. It’s free on request. 


THE OHIO CARBON COMPANY 
12508 Berea Road Cleveland, Ohio 
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learns about 


HEATING 
PADS 


“A 
“Watcho lookin’ for, Doc?" uf 


“Nothing. Nothing.” 
“How about a heating pad?" 
‘Hell! | got a hot water bottlel’’ 





Cayo 
wae <A 
MONG the electrical appli- 
ances that a drug store can sell 
easily are electrical heating 
pads, declared “Shine” Philips of 
Cunningham and Philips Drug stores 
of Big Spring, Texas. 

Mr. Philips then related an ex 
perience had with an old fossil of a 
doctor that led to his heating pad 
campaign among the medical men. 
Anyone who could sell this bird, he 
insisted, could sell any doctor alive. 

This old guy, he began, lived near 
his home and knew him and the store 
well. He liked to snoop around and 
was not above recommending a patent 
medicine rather than writing a pre- 
scription. One day he was peering over 
the rims of his specs at the bottles on 
the shelves, when Mr. Philips ap- 
proached him and the following con- 
versation ensued : 

“Whatcha looking for, Doc?” 

“Nothing. Nothing.” 


“Colic, cramps, rheumatism, belly 
ache, etr., etc aad 
“Well, Miz So and So over on 


Such and Such a street has got cramps 
in her legs and I figgered I'd better 
hunt something different. Something 
harmless. Likes notice, you know.”’ 

(Here enters the brilliant idea. ) 

“How about one 
of these new heating 
pads?” 

“Hell, she’s got a 
hot water bottle.” 

“Yes, and it'll keep 
warm about 6 hours. 
No longer.” . 

“She can fll it a> 
again, can't she.’ 

“Suppose she forgets it. 
your feet against a cold rubber bottle 
—like putting ‘em on a snake. What 
your patient needs is controlled heat, 
dependable heat.” 

Series of snorts. Finally: “Never 
liked those electric pads. Heard of one 
that set fire to a bed once. Got to 
have something I can recommend.” 

“The trouble with you, you old 
mossback, is that yon don’t know what 
the world is doing today. You hear of 
some cheap contraption sold by some 
fly-by-night ‘bargain company. I’m rec- 
ommending a reliable brand that sells 


Ever put 


re ok 





er 
fee: 


age .'| ||. 
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for a decent price and gives value for 
every dollar. Only kind of safe heat- 
ing pad there is. Unless she'll stick 
pins in ’em. Is she crazy on the subject 
of pins, or something?” 

“No, no, she’s normal mentally.” 

By that time, in spite of himself, 
the old doctor was interested. He con- 
sented to look at a pad, was shown 
how it was regulated according to 
three speeds, that it was moisture 
proof, and how it could not burn ei- 
ther the body or the bed. 

“Why this thing puts the hot wa- 
ter bottle almost into the old, flatiron 
class, like electric irons did,” was the 
final selling argument. “Not that the 
others don’t have their place when 
electricity isn’t available, but when 
it is—why it’s just like heating your 
iron on the stove.” 

The old pnysician went off hum- 
ming and hawing, but Mr. Philips 
knows the old geezer well enough to 
know he would secommend that heat- 
ing pad. And so he did. 

The surprising thing about this ex- 
perience was the doctor’s ignorance. 
So Mr. Philips decided to check up 
on all physicians, nurses and dentists 
of his acquaintance and see if many 
others needed education along the 
same lines. 

To his surprise, 
he found they did. 
Not so much, but 
a little; enough to 
justify any druggist 
in taking the time. 
Most of them were 
open - minded, how- 

All they need- 
ed was a short demonstration, con- 
sisting chiefly of explanations of im- 
provements. 

The result was that the store began 
selling heating pads, doubling its 
sales. Every demonstration averaged 
about 5 sales. 

Mr. Philips not only talked to the 
doctors and nurses he knew well, but 
to others. He got them into the store, 
or button-holed them when they were 
in and told them the advantages of 
buying good electrical equipment. He 
handles nothing in electrical heating 
pads under $3.59; they go to $6. 
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if it were not for the 
tag certifying complh- 
ance with Ih S spe- 
cifications, how would 
the customer know 
that here 1s a lamp 
efficient in light con- 
trol, convenient in 
operation and made 
from materials that 
are durable and safe. 


Electrical Laboratories 
80th Street and End Ave. 
New N.Y. 
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Dependable Wagner Motors 
for Satisfactory 
Performance 
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OR refrigerators, washing machines, stokers, 
EF oil burners, fans, air-conditioning systems and 
other household and commercial motor - driven 
equipment, motor DEPENDABILITY is vitally neces- 
sary. Wagner, with 44 years experience in building 
und servicing motors, has developed a complete 
line of dependable motors for such appliances 


A few distinctive features contributing to the de- 
pendability of Wagner motors are 


wt 


\ Steel-backed babbitt-lined bearings teel-back« 


Wool-yarn lubrication 


Rolled-steel frame 


V 
\ Insulated stator coils 

Special treated stator core efully baked ir 
Vv é , 





Chere’s a dependable Wagner motor ideally suited to meet your require- 
ments. Write for Bulletin 167 which eompletely describes Wagner motors. 


WadgnerElectric Orporation 


6400 Plymouth Avenue, Saint Louis, US.A. 








MOTORS TRANSFORMERS - FANS - BRAKES 
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GLOW LAMPS 
Popular new models im 
Satin- Ray sluminum = oF 
solid copper co retail for 


only $1.75 All metal 
noobreakable shades, ult 
at any = angie Equipped 





with $')fc. silk cord 


ELECTRIC RANGE 


Cooking Sets 

a Another holiday tdea—tor SPEEDMASTER 
promoting the sale of Electric Tea Kettle 

. ranges—or for gifts to Somethin really 
electric range owners. The new, different and 

utensils are made of tr practical in mod- 

ple-chick aluminum with ern appliances. De- 

flac botwoms for electric signed in the mod 


range efficiency. Snug fit ern streamline style 

ing covers for healthful has a capacity 

« cookery. Individual pieces of five pints. Will 
— aS retail from boil two pints of 


a Ke $1.65 and up water in less than 
7 The three piece six minutes. Pack 


~ © nee for ed in attractive 


oy box, retails for 

7.40 e 
ee 
wae 
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San Joaquin 
Tries Radio 


Broadcasts 


eee pty advertising is 
a good thing, but it sometimes 
suffers, its users have felt, from a 
lack of personal appeal. It is difficult 
to estimate just what returns are’ ob- 
tainable from copy which perforce 
does not quote definite prices and 
which cannot tie the merchandise ad- 
vertised in with one particular store. 
It is possible to list the names of deal- 
ers at the foot of a somewhat gen- 
eralized statement, but it is possible 
to reach the public in a cooperative 
advertisement with a personal, direct 
approach which will bring results in 
actual sales in the dealers’ stores? 

The San Joaquin Light and Power 
Corporation of Fresno, Calif. has re- 
cently inaugurated a series of cooper- 
ative radio programs which are prov- 
ing a most interesting experiment in 
this field. They are part of a complete 
cooperative plan, which combines 
newspaper, direct-by-mail and radio 
methods, each with a special personal 
angle. 

The newspaper copy centers around 
a very human married couple who 
appear in cartoon form in the various 
domestic difficulties which electricity 
can help solve. Later these same char- 
acters appear in the little radio drama 
which is broadcast every Tuesday and 
Thursday mornings over Station 
KMJ, Fresno. The programs are 15 
minutes long and feature Miss May 
Layton, home economist for the com- 
pany. 

The subject of the broadcast carries 
out the idea of the advertisement. 
Thus a shopping tour shown in the 
cartoon will be followed by a shop- 
ping event over the air, the couple 
being conducted by Miss Layton about 
the stores of Fresno, where specific 
merchandise, with prices, is mention- 
ed, together with the dealer’s name. 

This introduction of the personal 
note has proved especially successful 
in promoting sales. One dealer re- 
ported the sale of four urn sets fol- 
lowing such a mention in a morning 
broadcast. Comment upon coffee mak- 
ers has greatly promoted the sales of 
this appliance—and when a new biscuit 
maker was introduced into the broad- 
cast, there were inquiries for this 
article within an hour after Miss Lay- 
ton had mentioned it. 

In general the theme of the radio 
program is “increased usefulness for 
electric appliances,” with the power 
company’s. offer of ™4-off on all ad- 
ditional electricity used during 1935 
as the basis upon which the story is 
built. New appliances on the market 
and new uses for the old equipment 
which has been too often stored on the 
shelf are suggested in the hope of 
breaking up the habit of electrical 
economy which has grown up during 
the past few years. That the message 
is finding a welcome response is in- 
dicated by the letters and telephone 
messages requesting further informa- 
tion and commenting favorably upon 
the programs. Mention of the dealers’ 





Sell Better 


@ “Better light: better sight” is an idea 
enjoying mushroom growth. “Better 
lamps” is a natural offshoot of the sam« 
idéa. Faries has better lamps; increased 
sales are the result of this recognition 





@ perennial winner 
No. 3230 


with adjustable and ce 
tachable green gla 
shade; height 15”; 

watt lamp or snalier 
wired with %-foot cord 
pall chain socket and ur 
breakable rubher plug 


VERDELITe 


PATENTED 


@ These lamps sell; have them in stock 
and you'll get your share of the busi- 
ness. All brass with electro-plated fin- 
ishes. High quality is coming back into 
its own. The Faries Line has been rec- 
ognized since 1880 as the leader and 
standard of quality in the industry. Our 
new and enlarged line keeps pace with 
modern style and improved design, 
but HIGH QUALITY is maintained 


throughout. 
MANUFACTURING 


FARIES conran 


Decatur, Illinois 








SIGNAL 


Drie. 


Sicnal Drills have everything good 
portable electric drills should have ; 
plenty of power, proper speed, light 
weight, durability, and compactness 
They're mechanically and electrically 
correct. They possess other equally 
important points—a hich standard of 
quality and a name that is widely 
known and accepted. Behind them is 
a plant with 45 years successful man- 
ufacturing experience and a hich fi- 
nancial rating 


If your jobber cannot supply you, 
write to 


SIGNAL ELECTRIC MFG. CO. 


Menominee, Michigan 


OFFICES IN PRINCIPAL CITIES 
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You Phone 











When you wish to ship or order 
inything, specify Railway Express. 
All that is necessary is a telephone 
all. That simple operation snaps in- 
to instant action the nation-wide 
wganization of swift trains, trucks 
and experienced men, whether you 
vish to ship one little package ora 
1undred big ones. A Railway Ex- 
press truck will pick up your ship- 
nent, speed it to fast passenger trains 
to be rushed to destination. A re- 
eipt will be taken from consignee to 
prove safe delivery. Pick-up and de- 
ivery service in all principal cities 
and towns, at no extra charge. For 
information or service phone near- 
est Railway Express Agent. 


ON THE AIR @ TUNE IN on the 
RAILWAY EXPRESS NEWS PARADE 


Every week in the following cities: 


Keston © New Vouk © Cleveland 
Chicago . St. Loui . New 
Orlean= ° Dallas . Atlanta 
“an Francine 7 las Angeles 
meat ly . Minneapolis St. Paul 


See local announcements 
for stations and times. 


RAILWAY 
EXPRESS 


AGENCY, INC. 
NATION-WIDE RAIL-AIR SERVICE 
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names enters naturally into the script, 
giving the cooperative story a personal 
note which seems to have brought re- 
sults in a way hitherto not found 
possible. 

The entire territory served by the 
company is reached by this broadcast, 
of course, but thus far it has not prov- 
ed possible to mention dealers else- 
where than in Fresno, without en- 
dangering public interest: by overbur- 
dening the program with names. Fres- 
no merchants are divided into groups, 
three or four being mentioned in each 
broadcast until the field has been 
fairly covered. 

A clever bit of direct-by-mail ad- 
vertising supplements these programs. 
Here, too, the company has sought 
a way of sounding the personal note. 
The broadsides are printed in brown 
ink on buff paper. Superimposed on 
this, however, are a series of scribblings 
in blue ink, apparently made by hand 
with a fountain pen. ey, too, are 
printed, but so natural is the effect 
that one postmaster wished to charge 
a higher rate of postage on the claim 
that the message was a personal one. 
Certainly the customer is attracted by 
the notations, to the extent at least 
of reading the folder. The success of 
the little trick has no doubt been due 
largely to the fact that the scribblings 
have hit the actual reaction of the 
reader to the passage marked, which 
results in the message being taken to 
heart and put into action. 

Which, after all, is the test of a 
good advertisement. 


Curtis Lighting 
Award Revived 


Darwin Curtis, recently elected 
president of Curtis Lighting, Incor- 
porated, announces that the Augustus 
D. Curtis Award will be reinstated 
by Edison Electric Institute for com- 
petition closing April 1, 1936. The 
winner will be announced at the next 
E. E. L. convention. 

The Curtis Award is for outstand- 
ing achievement by a utility company 
in the field of commercial lighting. 
The citation goes to the company: 
the cash prize of $250.00 goes to the 
individual or individuals directly _re- 
sponsible for the winning achievement. 

The award was established in 1930 
ind was won that year by M. F. 
Canning of New Orleans Public Ser- 
vice, Inc. In 1931 the winner was 
Herbert H. Balkam of Brooklyn Fdi- 
son Company. The Award was then 
withdrawn due to the fact that com- 
mercial lighting activities were at a 
virtual standstill in many communi 
ties. 

Darwin Curtis stressed the point 
that that neither the size of the op- 
eration nor the elaborateness of the 
presentation would be controlling fac- 
tors in the contest committee's deci- 
sion. “It was hoped that this Award 
would stimulate commercial lighting 
activities in small properties as w ell as 
large, and the conditions of the com 
petition as drawn up by Mr. George 
Stickney of General Electric Com 
pany and Mr. Samual Hibben of 
Westinghouse, were designed to en- 
courage the man who does a good 
job, no matter how large or small 
















































RODUCTS CORPORATION 


42nd § NEW YORK 











Actual, physical “all-over” contact 














Its the fastest way 
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_. \to cook /. 
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between cooking vessel and the flat top of the 


CHROMALO 


ives that cooking speed for which these units are outstanding. 
Need proof? Hold your finger one-quarter inch from a hot flat-iron. 
No discomfort, is there? Now touch the iron — WOW! What a 
difference ! 


Super-Speed 
RANGE-UNIT 


Here's the -the actual contact with the flat red-hot 


takes the drudgery 


And that’s the feature - 
metal top of the Chromalox Super-Speed Unit — 
out of cooking, On every range in which you install a Chromalox 


sales campaign 
that gets the 


—_ Unit. The top is flat — it’s metal — it’s easily cleaned — the wires 
usiness. ihe 2 
are inside spill-overs” cannot touch them. 
lhe coupon, with your é 
tterhead, brings the One CHROMALOX unit will sometimes sell a whole neighbor 
acts at once Don't . - a 
this opportunity ood on unit replacement. Try it 


r new business 


EDWIN L. WIEGAND COMPANY 
7525 Thomas Blvd., Pittsburgh, Pa 










Without obligation, send us complete data about Chromalox Super- 
Speed Replacement Range Units and how we can make money selling 
them. There are approx elec. ranges in the territory we serve 
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better customer satisfaction. 





CASE HISTORY we. 1 


rat nd of the A ppliance 


/Vichromeé 


Sales results reported by dealers, department stores and 
utilities show a definite trend toward the better quality ap- 
pliances by the purchasing public 


“Nichrome” V was developed for this demand. . 
all the heating element material is the Life of the Appliance. 


Be sure you are getting the standard of comparison for resis- 


tance material, by specifying on all orders for appliances :— 


“Heating Elements of ‘Nichrome’ V, the Driver-Harris alloy.” 


DRIVER-HARRIS COMPANY 


HARRISON, N. J. 





“Nichrome 
Five 
Keeps 
Heaters 
Alive!” 





. better profit... 


. for after 
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the 
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We were talking to a dealer A gor . . . 7 . * refrigeration nswel  ] 
specialty dealer in New England selis well from about April to July 
We asked him how business was tor slows down during the two hot months t “Wh e 
first six months of this year. He said and picks up again in September. You ° at to 
t was good know that the radio season is really . “u e 
« «© © ‘Tobe honest, people were hot during October and November SELL in WINTER 
buying more this year than they did You know that washers push up * 
last year. Seemed to feel more opt im the spring months, slump during . 
mist . . . the summer, and then stage a revival = especially 4 
What is your greatest problerr in tall—-only to go into another decline in t if 
hh, s greatest problem? What the when the cold weather sets in. Would 5 he Gi t bad 
hell is he going to sell im the winter? still like to know what to sell during Buying Season e 


December and January and February 





+ Winter ts the hardest ume of 
vear on rugs and floors. With all 
the slush and mud and soot and 
dirt and ashes that Winter tracks 
down into floor coverings, it 

and sturdy 

a CADILLAC 

with power to get the ground 
in dirt and save the rugs. Winter 
is the time homes need a CAI)- 


ILLAC 


eNEW 


CADILLAC 


MOTOR-ORIVEN BRUSH 


VACUUM CLEANER 


NEW MODELS 
$49 ,5°..$39,50..$29,50 
With Electric Light— Powerful Suction 


CLEMENTS MFG. CO. 


6650 South Norrageonsett Avenue 


takes an extra strong 


vacuum cleaner 











IS NATIONALLY 


ADVERTISED in 
Best Home Magazines 
This Holiday Season 


November and December magazines that go 
into the homes are carrying the suggestion of 
a CADILLAC for practical and helpful gifts 
Giant posters of these advertisements are sup- 
plied free to dealers. You need no ‘‘exiras — 
no supplemental cleaners of both-for-one 
price offers—to build up CADILLAC value 
Each model's real efficiency makes its price 
appeal 
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CRACKING a Tough One 





could increase his sales. The retrig- 
eration bureau adopted a “steam” 
song: “Protect your family’s health 
with an electric refrigerator,” and 
selling health through refrigeration 
became a motto. 

A light sprinkling of newspaper 
publicity and advertising was the first 
indication Sheboygan had of the cam- 
paign. The first heavy gun was fired 
a week preceding the campaign’s start. 
Western Union messenger boys de- 
livered to 3,000 selected homes mer- 
chandise credit certificate and a printed 
message regarding refrigeration. The 
certificate was good at any dealers for 
a $10 credit on refrigerators of 4 cu. 
ft. capacity purchased between August 
1 and 10. 

The list of selected homes was pre- 
pared from books of the Wisconsin 
Power & Light Company customers 
using more than 30 kwh a month and 
who did not have electric refrigera- 
tors. The tremendous first week’s re- 
sponse in the way of sales received 
its stimulus from the house to house 
messenger boy campaign, officials said. 

Before interest in refrigerations had 
been permitted to die, the campaign 
went into its second stage. The She- 
boygan Press sponsored a cold cook- 
ery school—the first of its kind ever 
held in the city—Aug. 13, 14 and 15. 

Miss Clara Dean, home economist 
from General Electric’s House of 
Magic, was brought to Sheboygan to 
conduct the school. The first night 
1,500 persons attended, and the next 
two nights averaged 1,200 apiece. 
Food demonstrations, lectures,- enter- 
tainment and door prizes attracted 
prospects to the school. Dealers ar- 
ranged refrigerator displays and bat- 
tery of salesmen were on hand to 
obtain prospect's names and follow up 
leads. Through the cold cookery 
school 3,900 persons were reached. 
Mass education on electric refrigera- 
tion grew. 

A big selling point in the campaign 
was the offer of bargain electric rates 
by the Wisconsin Power & Light Co. 
for additional residential use after the 
August meter readings. The rate 
schedule and the bargain rates were 
carefully explained to all salesmen, so 
they could make full use of the tool. 

Heaviest gun in the campaign was 
a home demonstration plan, used to 
get volume, to get people to try the 
refrigerators in their homes. Salesmen 
were instructed to keep at least two 
chest type refrigerators on home dem- 
onstration continuously, in addition 
to sales efforts on the larger boxes. 
The length of the demonstration in 
each home was limited to four days. 
In order to help chest type sales the 
power company offered to carry deal- 
er paper if a dealer’s own finance 
company would not take orders on 
36 month contracts. Thus, financial 
help was given not only dealers but 
also customers. The man of low in- 
come was able to afford a refrigerator. 

Prospects were lined up from list 
of electric customers who used less 
than 30 kwh a month and who kept 
their electric service bills paid regular- 
ly. The power company opened its 
books for the campaign. Prospects 
were divided equally among dealers. 


CONTINUED FROM PAGE 9 





Because the campaign was a cooper 
ative good business ethics were ad 
hered to by salesmen from competing 
concerns. If a competitor was found to 
have a box already on trial in 
home, the salesmen were instructed 
not to interfere but to seek other sales, 


Each dealer was personally respon 
sible for his junior salesmen calling on 
every home on his list and ere. 
the home demonstration offer. A de. 
tailed report sheet on all calls was 
turned in by salesmen. 


Following installation of the dem- 
onstrator box the salesmen was in- 
structed to call at night and give a 
thorough demonstration to the man 
and wife. He did not call on his pro- 
spect the second day, but on the third 
day he was back again, endeavoring to 
close the sale immediately. If the sale 

was not completed the salesman and 
his supervisor called together on the 
fourth day and made a final effort to 
complete the sale. On the fifth day, 
if the sale was not made, the service 
department or installation company 
was instructed to “pull” the cabinet. 
Two days later the salesman called 
back again and once more attempted 
to close the sale. 

All dealers were enlisted in a Base- 
ball Contest to promote competition. 
A scoring system of a one base hit was 
established for sale of a box under 4 
cu. ft.; a two base hit for a 4 to 5 cu. 
ft. box; 3 base hit for a 5.1 to 69 
cu. ft. box; and a home run for sale 
of a 7 cu. ft. or more box. Results 
were announced at weekly meetings 
at which outside speakers were 
brought in. Harry B. Hall, vice-presi 
dent of Klau-Van Piefersom-Dunlap 
Associates, Inc., Milwaukee advertis. 
ing agency, spoke at the. Kick-off 
meeting. Art Scaife, advertising and 
Promotion manager of the refrigera- 
tion division, General Electric Com- 
pany, came on from Cleveland for 
the Aug. 5 meeting. H. B. (“Car- 
load”) Dahl, divisional sales manager 
of Kelvinator, Chicago; Henry C. 
Bonfig, vice-president and general 
sales manager, General Household 
Utilities Corp., Chicago; and Ralph 
Wiengarner, of the executive staff 
Frigidaire Corp., Dayton, O. were 
speakers at the weekly meetings which 
followed. 


Frank W. Greusel, of Mauer- 
Cjreusel Co., Milwaukee, Grunow 
distributor, was general chairman ot 
the executive committee. Assisting him 
were George Resch, Sheboygan Appl: 
ance Co., secretary; W. J. Prauge, ot 
Prauge-Gessenhainer Hardware Co.; 
G. W. Fedler of Rickmeier-Fedle: 
Electric Co.; Robert F. Timm, na 
tional advertising manager of the She 
boygan Press; and L. L. Perry, She 
boygan merchandising manager 0! 
Wisconsin Power & Light Co. 


The general promotion committee 
of Milwaukee distributors was head 
ed by Gordon Fairfield of Morley 
Murphy Co.; R. A. Smith of Frig: 
daire Corp., Oshkosh, Wis.; H. | 
Knott of Lappin Electric Co.; M. D 
Weinberg, of Mauer-Greusel Co.; 
FE. Harvey, of Westinghouse Electri: 
Supply Co.; and Edward C. Zabor: 
of E. H. Schaefer Corp. 
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Silex Company 67 
Sunlight Electrical Co. 55 
Superior Electric Products Corp. 50 
Time, Inc. . 42 
Viking Products Corp. 65 
Voss Bros. Mfg. Co. 52 
Wagner Electric Corp. . 64 
Warren Telechron Co. 18, 19 
West Bend Aluminum Co. . 64 


Westinghouse Elec. & Mfg. Co. 10 


37 
65 
68 


Radio is Out of the Finance Dog House 





cannot go on a spree. 











ELECTRICAL MERCHANDISING 


-OCTOBER, 1935 


utors salesmen in constant touch with 
what a dealer is doing. The dealer 
In case he does 
not make his collections and returns 
properly, the flow af merchandise to 
him is cut down until he does do so. 
The finance house alone did not have 
this control. 

Outwardly, in many details, this 
manufacturer-sponsored plan seems to 
fly in the face of past experience. 
The small dealer — not the finance 
house—has the job of making collec- 
tions. It's common sense to “use the 
user” and ‘build floor traffic, and since 
collecting permits this contact, this 
procedure is considered sound today. 
So the change. 

Next, the small dealer is often lo- 
cated in faraway places, has only a 
small volume, is often none too strong 
financially. All these things have stood 
in the way of finance connections, as 
discount firms couldn’t make money 
out of such a set-up, felt they were 
taking too much of a risk. How has 
this been worked out? 

This has been solved by a joining 
of hands all along the line. The deal- 
er is sponsored by the manufacturer 
with finance house. In the picture is 
the credit house whose duty it is to 
keep tab on the dealer. In the back- 
ground is an insurance company. 

Terms on which dealers operate 
on this manufacture-sponsored plan 
are: 10 per cent charge is made on 
unpaid balances, with a 12 month 
maximum. The lowest finance charge 
is $2.10 which is the carrying charge 
on a $30 contract for 6 months. Net 
worth of dealer must be at least 
$1,000, and he has to give a financial 
statement every six months. 

Although at present dealers are 
limited to financing only on lines 
sponsored by manufacturers, there is 
on foot a plan to set up distributors 
on the same basis, which would open 
finance channels for everything from 
a waffle iron up. 

Even a floor plan for the dealer 
today is in operation. He can buy 
$300 worth of merchandise, paying 
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20 per cent down, 15 per cent in one 
month, 15 the second, 25 the third 
and fourth. The use of the money 
costs him 3.1 per cent. 

“Radio is turning out, under the 
manufacturer-sponsored set-up, to be 
almost as sound installment paper as 
anything else,” says H. O. Read, vice 
president of Manufacturer's Credit 
Service, Inc. ‘In the first place, there's 
no chance of the radical price cutting 
of a few years ago. Furthermore, it 
permits trading of prospects up to 
higher priced units, which have a 
better record on repossessions than 
midgets. 

“Note how the installment terms 
are built to make easy the stepping 
up of a sale. Long installments are 
legitimate only on higher priced mer- 
chandise. Look at this— 

For $29.95 a man can buy a mid- 

get radio. 

For 50c a week more, he 

console at $59.95. 
For 25c a week more, 
have « $69.95 console. 

For 75c a week more, he can enjoy 

a $99.95 radio. 

“Properly used, installment selling 
makes it casy for a customer to get 
better merchandise. We check con- 
stantly the contracts that dealers send 
us to see if they are doing this—or 
are merely content to put as many 
$49 washers and radios on the longest 
terms possible. Dealers determine their 
own line of credit by what they do.’ 

With the increased interest in farm 
selling there has come into existence 
a farm plan at regular twelve month 
rate of 10 per cent on unpaid bal- 
ance. A farmer can buy on one-fourth 
cash and pay the remaining fourths on 
three, six and nine months, or pay a 
third down, and the remaining two- 
thirds in four and eight months. 

Incidentally, it is not considered 
a good idea by finance houses to sell 
a radio for more than $250. on time. 
On sets over that the customer should 
either pay cash, or pay half cash and 
the balance in a note discountable at 


a local bank. 


can buy a 


he can 











“SIS'S BOY FRIEND GAVE ME A QUARTER AND TOLD ME TO TAKE THE LAMP 
AND GO SOMEWHERE AND READ" 
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Sensational se 


How this new vogue 
brings you 
bigger profits 


HEN a new wave of popularity hits 
\4 a product, that’s the item for you 
to bet on. Bet a good display, bet a 
well rounded stock, bet some enthusiasm. 
Store after store has been reporting that 
since they pushed Silex, sales for a 
month have exceeded those for the pre- 
vious year. 


RIDE THE WINNER 

to bigger profits 

For some years the sales of older types 
of coffee makers have dawdled— but Silex 
has swept the country. Everybody is 
eager to make coffee a new and better 
way. Everyday Table Models, $4.95 up. 

Silex electric combination Coffee and 

{ Tea Maker, with through switch and 


cord, and with pegqaeed eae br 
“strains as it pours’ 


FALEeX 


‘Crade Mart Bes OS Pas Ome 


THE ORIGINAL GLASS COFFEE MAKER 


Exclusive features of Silex covered by more than 
30 patents 





gum Ride the winner gam 


to bigger profits 


THE SILEX CO., Dept. EM 10 
Hartford, Conn. 


Please tell me without cost or obligation, how I 


can stimulate fall business with Silex. 
Name 

Firm 

Street. 

(ity State 
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christmas lights 


of hig hes 


guished by 


t quality distin 


unique patente | 
features, have 
build and profit’ im 
the past. Our 1935 line. 
ple tely new 
adds striking 
luding the 
MICKEY MOUSE. If 
will get after this business at 
mee and let your jobber help 
you to plan a real NOMA ae 
partment, vou are going to 
CLEAN UP with Christma- 
Light. this vear. Be sure to 
get all the fact- QUICKLY 


helped you 


volunne 






com } 
| 
and different i$ re 
incomparabhls No. 105 Loop type Set, Beads 
Friplug. Eight C6 Mazda Lamps 
in assorted Mickey Mouse designs 
and colors 


advantages, m 


vou 









See Your Wholesaler 


vv 
NOMA 
ELECTRIC CORPORATION 
New York City a ie 


Combinauon Star and 
Shade Set 




























924 Broadway 
SERVICES 


PARTS Si 
ACCESSORIES 


UNDISPLAYED RATE: $1.00 per line per insertion Minimum charge $4.01 (First line 
small black face type). Fractior t a line count as a line. Discount of 10% if full pay 
+ consecutive inseruons of undisplayed ads 
DISPLAYED RATE. 1 inch—$12.¢ 4 inches—$11.50 per in.; 8 inches—$11.00 per in. ; 
$ per (An advertising inch 1s measured vertically on one colurnn. There 
are 4 45 whe 4 page’ 
New ads must be received by the 15th of the month w appear in the issuc 


out the following month 























BAGS 


ARMATURE 
REWINDING 





Replacement Dust Bags For Vacuum Cleaners 





lighest quality twill in a choice of colors. Kaquipped 

; cus Geemenee. tices cnee Wie ry Write for prices and catalog 

(‘ome * - re aaa . = baa aes aed pete q We Stock Vacuom Cleaner Parts 

ay me hed _. aS owe > Range 1 WILLMAN ELECTRIC Co. 
ap hte a: cs Sah i, dies eo 4 12506 Dexter, Detroit, Michigan 

















Refrigerator service men and dealers send for our 
catalogue No. 110 showing lowest net prices on thou 
sands of parts and accessories for all makes. Write us 
on your letterhead today. 


The HARRY ALTER CO. 


1726 S.MICHIGAN AVE. CHICAGO, ILL.USA 


/8000 ITEMS FOR ALL MAKES 
DOMESTIC COMMERCIAL AIR CONDITIONING 
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STATISTICAL 


BAROMETER 


A DIGEST OF FIGURES INDICATING THE 
PROGRESS OF ELECTRICAL APPLIANCE SALES 


compiled by Marguerite E. Cook 


Market Analysis Department 
Electrical Merchandising 


VACUUM CLEANERS 


August sales of floor-type vacuum clean 


ers climbed 27.7% above August 1934, 
while hand cleaners, for the first month 
this year, failed to keep stride with floor 


cleaners and fell off 10.5% 

According to the Vacuum Cleaner Manu- 
facturers Association, 561,512 floor-type 
cleaners have been sold in the first eight 
months of 1935, 24.5% more than the 450,- 
844 sold in the same period of 1934. Hand 
cleaner sales in the same eight months 
amounted to 182,508 units, or 29.6% more 
than the 140,804 of 1934: 

AUGUST 1935 65,140 floor cleaners & 
16,200 hand cleaners 
.50,211 floor cleaners & 
18097 hand cleaners 
. 58,800 floor cleaners & 
14,400 hand cleaners 
Saturation, January 1935 — 9,880,299 

homes, or +8.1% of total wired homes 


August 1934 


JULY 1935 


v 


REFRIGERATORS 


With July 1935 sales of household electric 
refrigerators 27.5% ahead of July 1934, 
the first seven months period of 1935 ended 
with an increase of 12% in total industry 
sales, compared with the same months of 
last year 

Based on reports of the NEMA refrig- 
erator membership, the Edison Electric 
Institute estimates that 1,259,700 household 
electric refrigerators have been sold by 
the industry in January-July 1935, com- 
pared with 1,124,420 sold in January-July 
1934: 


JULY 1935 .154,121 units 
July 1934 .120,846 units 
Saturation, January 1935 — 6,020,000 


homes, or 29.3% of total wired homes 


v 
WASHERS 


Based on incomplete reports.of manufac- 
turers, the American Washing Machine 
Manufacturers Association estimates an in 
crease of 17.2% in August sales of house- 
hold electric washers over August 1934. 
Preliminary estimates of the Association 
place total sales of electric washers in the 
first eight months of 1935 at 815,259 ma- 
chines—or 1.3% in excess of last year’s sales 
of 804,623 in the same period. 

Given below are revised figures for July, 
received from the Association after publica- 
tion of September Electrical Merchandising, 
which show an increase of 16.7% in July 


sales instead of 9.3% as reported last 

month 

AUGUST 1935 119,016 washers 

August [934 101,554 washers 

JULY 1935 93,815 washers 

July 1934 ... 80,391 washers 
Saturation, January 1935 — 9,439,600 


homes, or 46.0% of total wired homes 


v 
GAS ENGINE WASHERS 


Preliminary estimates of the American 
Washing Machine Manufacturers Associa- 
tion indicate a rise of 74.1% in August 
1935 sales of gas-engine washers over sales 
of last August, and an increase of 55.8% 
in sales of the first cight months of 1935 
compared with corresponding months of 
1934. Total sales for the eight months’ peri- 
od are estimated to have been 127,204 in 
1935 and 81,630 in 1934: 


AUGUST 1935. . 17,660 gas engine washers 
August 1934 10,144 gas engine washers 
JULY 1935 15,660 gas engine washers 
July 1934 7 284 gas engine washers 


IRONERS 


Incomplete reports of ironer manutac 
turers indicate a drop of 3.1% in sales of 
August 1935 versus August 1934, but an 
increase of 10.0% in total sales of the in 
dustry in January-August 1935 versus Jan 
uary-August 1934. According to the Ameri 
can Washing Machine Manufacturers As 
sociation, 91,031 ironers were sold in the 
past eight months, while 82,760 were sold 
in the same months of 1934. Further, re 
vised reports of the Association reveal that 
July sales of ironers advanced 12.3% over 
last July, instead of 2.5% as first estimated 


AUGUST 1935 11,514 ironers 
August 1934 . 18,879 ironers 
JULY 1935 . .10,737 ironers 
July 1934 ° 9,562 ironers 


Saturation, January 1935—905,000 homes, 
or 4.4% of total wired homes. 


v 
OIL BURNERS 


Reports of the Department of Commerce 
indicate gains of 85% in June and 42.3¢; 
in July in sales of household mechanica! 
draft oi] burners by 160 manufacturers to 
homes of the United States, compared with 
sales of last June and July. 

Total sales by the same group of manu 
facturers in the first seven months of 1935 
have amounted to 39,697 mechanical dratt 
oil burners, or 37.1% in excess of the 28,959 
sold in corresponding months of 1934 


JULY 1935 . 7,454 shipped in U.S 
July 1934 5,237 shipped in US 
JUNE 1935 _. 7,783 shipped in U.S 
June 1934 . 4213 shipped in U.S 

Saturation, January 1, 1935 — 836,49 


homes, or 4.1% of total wired homes. 


v 
STOKERS 

Comparing July 1935 with July 1934, the 
Department of Commerce reports -an in 
crease of 125.8% in sales of residential 
stokers by 84 manufacturers, an increase ot 
34.7% in sales of apartment house and 
small commercial stokers by 63 manufac 
turers, and an increase of 23.1% in sales 
of stokers for general commercial heating 
jobs by 53 manufacturers. 

For the seven months of January - Jul) 
1935, compared with the same period 0! 
last year, the following gains in total sales 
are reported: 91.4% in residential stokers 
(Class 1, using less than 100 Ibs. coal a 
hour), 34.6% in apartment house and sma!! 
commercial stokers (Class 2, using 100 to 
200 Ibs. coal an hour), and 6.6% in stokers 
for general commercial heating (Class 
capacity 200 to 300 Ibs. coal an hour). 


Class1 Class2 Class 3 
JULY 1935 2,868 190 96 
July 1934 .1,270 141 78 
ist 7 Mos. 1935. .11,362 876 371 
Ist 7 Mos. 1934. . 5,937 651 348 
v 
WATER HEATERS 


Unofficial but reliable sources estimat: 
July 1935 sales of household electric wate: 
heaters as 81.1% higher than July 1934 
and June 1935 as 29.8% higher than Jun: 
1934. 

It is learned from the same sources that 
water heater sales are 60.8% in advan 
of last year’s sales for the months of Jam 
ary to July inclusive, actual sales totalin; 
38,286 water heaters in 1935 and 23,80 


in 1934. 

JULY 1935 . 5,876 water heate: 

July 1934 . 3,245 water heater 

JUNE 1935 . 7,498 water heater 

June 1937 ..+. 5,779 water heater 
The above figures represent sales o! 


storage and side-arm water heaters. 
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HE great “New American” Home move- 

ment, sponsored by General Electric, 
emphasizes the importance and advantages 
of planning homes from the inside out. 
Every thought is given to making the home 
livable and no room is more important 
than the kitchen, where the average 
American housewife spends most of her 
waking hours. 


The General Electric Kitchen is the heart 
of the “New American” Home. It is a 
beautiful, efficiently planned room where 
modern electric servants perform in minutes 
the kitchen tasks that formerly required 
hours of time and labor. Each kitchen is 
individually planned for the type of home 
it is to occupy and includes a G-E refrig- 


erator, G-E range and G-E dishwasher. 


Demonstration “New American” Homes 
are springing up all over the country. A 
huge advertising and editorial campaign in 
17 leading magazines is carrying the “New 
American” Home story to 13,000,000 
a this Fall. As you read this message 
ousewives everywhere by the thousands 
are visiting these homes, inspecting the 
General Electric Kitchens. Many will at 
once become prospects for General Electric 
refrigerators, ranges and dishwashers. It’s 
another great business opportunity for G-E 
refrigerator dealers—another plus value in 
the G-E franchise. General Electric Co., 
Specialty Appliance Department, Section 
DE10, Nela Park, Cleveland, Ohio. 











New G-E refrig- 

erators use 40% 

less current! 4 
types — Monitor 

Top, Flatop and 
Liftop—all with » 
sealed-in-steel ’ 
mechanism 








Calrod equipped G-E ranges 
are available in all sizes and 
types. Price range completely 
covers the market 


The G-E Dishwasher 
washes all the dishes 
in 5 minutes for Ic a 
day. Cabinet and sink- 
type models 





GENERAL ELECTRIC 























